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Rough Proofs 


The A. T. & T. reports $30,000,000 
in net earnings for the first quarter 
of 1935. Who was it remarked so 
ecnfidently, “Talk is cheap’? 


- oS 


Coca-Cola is breaking all records 
for net earnings in spite cf the fact 
that you can now get spirituous, vin- 
ous and malt liquors without let or 
hindrance. The brewers and dis- 
tillers are thinking of charging Coca- 
Cola addicts with gross intemper- 
ance. 

= = 


After all that winter advertising 
praising the Cubs to the skies, Phil 
Wrigley’s athletes lost four straight 
to the White Sox. Another case of 
the edvertising being better than the 
product? 

vgyv¥seey? 


Little skepticism greeted the re- 
port that Al Smith may run for presi- 
dent in 1936 on the Republican 
ticket. People will believe any- 
thing, now that Babe Ruth is play- 
ing in the National League. 

vvy 


“Sweetheart, I do love you,” said 
Lifebuoy in a sampling effort through 
classified advertising. When that 
copy appeared, the love-lorn got the 
shock of their lives.” 

vvwy 


Another inspired business asso- 
ciation is pointed out by E. E. W., 
who has just discovered that the 
sales manager of Weisel & Co., 
Milwaukee sausage manufacturers, is 
Mr. Hotz. 

vwey 


International Harvester has ap- 
pointed an advertising agency after 
struggling along without one all 
these years. Some agency man who 
cultivated the field carefully is now 
bringing in the sheaves. 
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In spite of being Old Golds, they 
inspire young ideas, insists this ad- 
vertiser. Yes, yes, go on. 

7 Vv FY 


It would be too bad to have to 
pay taxes on advertising, of course, 
but maybe this would result in ad- 
vertisers finding out they could say 
the same thing in a lot fewer words. 


ey: + 


You will be relieved to know that 
after canvassing the situation fully, 
the experts at the Four A’s meeting 
at White Sulphur Springs last week 
finally concluded that advertising is 
ail right. 

* FF ¥ 


Advertising conventions this year 
are being held at places like Hot 
Springs, Va., White Sulphur Springs, 
W. Va., Colorado Springs and Hot 
Springs, Ark. This is part of the 
plan for the relief of the railways, 
golf ball manufacturers and tin-cup 
inakers. 

a oe 


One thing holding back bank ad- 
vertising is that bankers who lend 
money don’t know whether to try to 
collect interest or to offer a fee for 
its return. 

vwey 


“Coty’s biggest lipstick drive un- 
der way.” 

They will be aided and abetted by 
millions of young men, if Tennyson’s 
idea of spring is still right. 
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U. S. rubber bathing-suits are ex- 
rected to have quite a vogue this 
year. The material should be okay 
for both wearers and lookers. 


Copy Cups. 


SPONSORSHIP OF 
NEWS INVOLVES 
HARD PROBLEMS 


A. N. P. A. Convention to 
Grapple with Puzzle 


New York, April 18.—With pioneer 
news-gathering organizations growing 
restive as a golden flood pours into 
the coffers of what they regard as an 
upstart in the field—Transradio Press 
Service—American Newspaper Pub- 
lishers Association is confronted with 
an urgent problem on the eve of its 
annual convention here next week. 

All of the trouble has been caused 
by the anxiety of advertisers to get 
news programs with which to attract 
radio listeners. As long as they re- 
gard news as attractive program ma- 
terial the fight seems likely to con- 
tinue. 

The Press-Radio Bureau, formed to 
bring peace between radio stations 
and newspapers, has done a good 
news job, but has failed in its major 
mission because advertisers, as stated, 
are willing to pay for news which 
can be tagged with their names. 
Press-Radio Bureau news may not be 
sponsored. 

That is why radio interests formed 
Transradio Press Service, which, ac- 
cording to a recent announcement by 
Herbert Moore, its president, is now 
providing its service to 150 stations. 
This compares with 189 claimed as 
clients by Press-Radio Bureau, the 
total being somewhat less, according 


(Continued on Page 29, Col. 2) 


Radio Greatest 
Consumer Want, 
Survey Reveals 


Chicago, April 18.—Interviewing 
5,931 families, the marketing depart- 
ment of the De Paul University Col- 
lege of Commerce has completed its 
1935 study of what products Chicago 
families wish to buy next. 

First on the 1935 “next purchase” 
list is the radio, with 11.1 per cent 
choosing this product. An automo- 
bile was the first choice of 9.7 per 
cent of the families interviewed. A 
rug purchase was favored by 5.4 per 
cent. 

In 1934, however, the automobile 
topped the preference list, desired by 
14.5 per cent of the families visited. 
Radios were favored by 7.7 per cent, 
rugs by 6.6 per cent. 

When the survey was made in 1932, 
first choice was an automobile, in 24 
per cent of the families, while the 
electric refrigerator followed, with 
19.5 per cent expressing the wish to 
buy that product next. Third in the 
first choice list was the radio, with 
7.3 per cent favoring that product. 

About 50 interviewers were used in 
different parts of the city in the 1935 
survey in order to obtain an average 
cross-section. Each family was asked 
to indicate first, second and third 
choices. 

The 36 items covered were not 
listed in alphabetical order, but were 
chosen rather by the drawing out 
process, according to L. M. McDer- 
mott, professor of marketing. For 
example, the automobile came 26th 
in the list. 


WHOSE ARE THEY? 


Yvo 


Thanks Babies 
....YOU'VE DONE A REAL J0B/ 


by CORN SYRUP 


& Lemus Berek C7 Lond, fort Ore Quiz Menafernn, of fw ge Sot es Seat; rhe Core Bere, 


“QUINTS” COPY 
STARTS DAMAGE 
SUIT IN CANADA 


But Copy in Question Con- 
tinues to Run 


Montreal, Que., April 18.—Although 
the Canada Starch Company of Mon- 
treal has filed suit against the St. 
Lawrence Starch Company, Fort 
Credit, Ont., maker of Bee Hive 
Golden corn syrup, as a result of ad- 
vertising featuring the Dionne quin- 
tuplets, the Bee Hive advertising con- 
tinues to appear. 

In quarter pages of daily newspa- 
pers outside Quebec province, the 
company continues to assert that 
“during the first critical 48 hours, 
life was sustained in the Dionne 
quintuplets on a diet of milk, corn 

(Continued on Page 29, Col. 1) 


G-E Announces Plan 
To Aid Building of 
1,200 Model Homes 


Plans Developed in Architectural Competition 
to Be Used 


New York, April 18.—The $21,000 
“Home Electric” contest recently 
conducted among architects by the 
General Electric Company, which 
closed March 12, has only begun its 
work, an announcement of-a new 
housing program of “unprecedented 
sweep and ambition” reveals. 

The contest was but the first step 
in the program, which will include 


Illinois Legislator 
Introduces Bill to 
Control Drug Copy 


Springfield, Ill., April 18.—A bill 
to control the manufacture, sale and 
advertising of drugs and cosmetics, 
which in many respects simulates the 
original Tugwell bill, was introduced 
in the Illinois legislature Tuesday by 
Representative Schaefer O’Neill of 
Alton. 

Under the provisions of the bill a 
bureau of chemistry would be set 
up in the state department of agri- 
culture for analyzing all cosmetics 
and proprietary remedies sold in the 
state. The manufacture of such 
products as were approved would be 
permitted under a license which 
would cost $2,500 a year. 

In addition, the state would set up 
a series of regulations governing the 
advertising of these products, with 
violations punishable by a fine of not 
less than $500 or more than $5,000 or 
a year in jail, or both. 

Representative O’Neill denied that 
there was any connection between 
introduction of his bill and failure 
of the Copeland bill to pass the Sen- 
ate last week, declaring that he was 
acting on his own initiative, and 
without regard to the national sit- 
uation. 


Last Minute News Flashes 


Rock Becomes Publisher of Dayton Papers 
Chicago, April 19.—Following purchase of the Dayton Herald and 
Journal from the Burkham-Herrick Publishing Company by a group headed 
by Lewis B. Rock, Mr. Rock has resigned as business manager of the Chi- 
cago Daily News to publish the Dayton papers. He is succeeded as business 
manager of the News by Dempster MacMurphy, who has been promotion 


manager. 


Kenneth K. Mallette will be Mr. MacMurphy’s assistant. 


Gillette to Sponsor Baer-Braddock Championship Bout 

Boston, Mass., April 19.—Gillette Safety Razor Company will sponsor 
the Baer-Braddock championship fight in New York June 13, using both 
NBC and CBS. Baer will also start a 13-week NBC broadcast for Gillette 
blue blades over NBC starting April 29. The champion is said to have 


bought rights to the fight broadcast for $20,000, re-selling them to Gillette. 


Valpey Made General Sales Manager for Graham 


Detroit, Mich., April 19.—F. R. Valpey, vice-president of Graham-Paige 
Motors Corporation, has been given the additional title of general sales 


manager. 
to the president. 


A. I. Philp, vice-president in charge of sales, becomes assistant 


Procter & Gamble Add Sixth Air Show 


New York, April 19.—With the inauguration April 29 at 3 p. m., ESDT, 
of “Home, Sweet Home,” a five-a-week 15-minute suburban home life comedy 
over the NBC Red network, Procter & Gamble Company will have six series 
on NBC simultaneously, with a total of 22 performances a week. 


the construction of some 1,200 com- 
pletely modern homes this year. The 
general plan is to offer selected 
builders new ideas, prize-winning 
drawings, substantial discounts and 
terms on electrical equipment and 
supporting national advertising. Gen- 
eral Electric’s efforts in this respect 
are made on behalf of builders in 
order to provide demonstration 
“style” houses. 

As yet, the appropriation for the 
national advertising has not been 
made. The campaign will run next 
fall and will be in charge of Batten, 
Barton, Durstine & Osborn, Inc. 

These demonstration houses will 
show a way to fuller living. It is 
said that this is the first time any 
architectural competition has gone 
beyond the final selection of win- 
ning drawings and awarding of 
prizes. The winning plans will be 
used in the erection of houses across 
the country. 


One for Each 100,000 


General Electric expects to have 
one built to every 100,000 popula- 
tion. Cooperation of the Federal 
Housing Administration, numerous 
builders, publishers and banks al- 
ready has been assured. 

As to the houses, the contest rules 
indicate the forward step being un- 
dertaken in their construction. Most 
American homes today fall short of 
realizing the possibilities of fuller 
living which advanced manufactures 
make available, the company told 
architects last January in explaining 
the purposes of the competition. 
With a stage of such design as to 
permit free use of modern products, 
an acceleration of business follows 
logically. . 

The company confessed that as a 
manufacturer of modern equipment 
for the home, it was interested in 
raising standards of home planning 
and efficiency. General Electric’s 
home product stories were simply 
told in an indexed architect’s file 
supplied with every entry blank. 
Some 2,000 sets of drawings were en- 
tered by more than 9,000 architects. 
The jury selected 52 prize winners, 
which indicated, it said, that archi- 
tects have discarded many old con- 
ceptions. 

This month, General Electric is 
forming committees in various sec- 
tions of the country to carry on the 
housing program. J. F. Quinlan, who 
was in charge of the competition, 
heads the new organization, which 
will have headquarters in New York. 

The General Electric Company in 


Directory of Features 
MOO PMNG: ..0i.0:kh5.0 5a Coewnd ..10 
Getting Personal .......... 28 
Information for Advertisers.25 
Newspaper Lineage .......24 
Photographic Review of the 

Week ........ SESE CORT 
Radio Programs of the 
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Radio Sales Figures....... -16 
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the larger communities will be rep- 
resented by committees composed of 
specialty appliance, merchandise and 
air conditioning distributors, work- 
ing with G-E district office managers 
and field representatives. Where 
there are no major G-E distributors, 
local dealer committees will be or- 
ganized. Builders will be selected 
by the local committees, which will 
also enlist support of local utility 
companies. 

To these selected builders will be 
made available not only the prize 
winning plans but also the working 
drawings. It is being recommended 
that local architects be employed, at 
least in a supervisory capacity. 
When completed, G-E national and 
local advertising will cooperate in 
promoting sale of these “New Amer- 
ican” homes. Credit will be ex- 
tended to electrical dealers and dis- 
tributors to cover the sale of the 
basic electrical equipment involved. 


Publish Banner Issue 


The March 30 issue of Electrical 
World, the National Recovery num- 
ber, contained 318 pages. More than 
300 companies were represented in 
the advertising columns. Editorial 
material and advertising described 
the electrical industry’s contributions 
to modern business. The issue was 
directed to legislators and industrial- 
ists. 


Hammer Account to 
Ridgway Company 
The Ridgway Company, St. Louis 
advertising agency, has been awarded 
the advertising account of the Ham- 
mer Dry Plate Company, St. Louis. 
Business publications and direct 
mail will be used for advertising 


Hammer photographic plates and 
film. 


Plans Photographic 
Adcelub Roll Call 


Milwaukee Advertising Club is 
planning a special annual issue of 
“The Torch,” its house organ, in 
which photographs of all club mem- 
bers will appear. 

A downtown photographer will co- 
operate in taking the pictures. 


Campaign Follows Cruise 


United Spirits & Wine, Inc., which 
just completed a dealer cruise to 
Bermuda and Nassau and contem- 
plates another in January, expects to 
start a large New York newspaper 
campaign within the next two weeks 
through the Wm. H. Rankin Com- 
pany. 


Adds Feature 


La Presse, Montreal, has started a 
new school-for-parents section in its 
Saturday feature issue, according to 
the William J. Morton Company, 
United States representative of the 
Paper. 


“NO ADDRESS” 
RULE OF P. 0. 
IS RESCINDED 


Will Stop Controversial 
Service July 1 


Washington, D. C., April 17.—The 
much-discussed postal order No. 6338, 
under which third class mail could 
be distributed to all box holders or 
patrons of the Post Office Department 
in any locality in the country, was 
rescinded Monday by Postmaster 
General James A. Farley, effective 
July 1, 1935. 

Under order 6338, local postmas- 
ters were required to provide enquir- 
ers with the number of patrons in 
each area, whereupon an advertiser 
could deliver to the post office the 
required number of third class 
pieces, addressed merely to “house- 
holder” or “patron,” and the post 
office would complete delivery to 
each mail box in the area. 

The order, which was originally 


1. 2,000,000 Consumers 

2. High Standard of 
Living 

3. Unexcelled Trans- 
portation 

4. Diversified Industry 
and Agriculture 

5. Indianapolis — the 


Economic Nerve- 
Center 


6. A Unified, Compact 
Market 

7. One Avenue of Ap- 
proach 


8. The News Does the 
Job—ALONE 


No. 2 of eight reasons why the In- 
dianapolis Radius offers un 
advantageous sale opportunities. 


High Standard of Living 


A man’s standard of living is most clearly reflected in his home. 
Fondness for a comfortable, convenient, well-kept home is a char- 
acteristic common to practically all Hoosiers. 


fies the truth of this assertion. While attaining industrial promi- 


nence, it has never lost its genial 


per cent of its residences are of the single dwelling type. The 


rate of home-ownership by all classes is far above average. 


A market essentially composed of home-owners is a market re- 
sponsive to the appeal of all merchandise that provides greater 
convenience and beauty . . . that contributes to a wider en- 


joyment of living. Such a market is the Indianapolis Radius. 


Indianapolis typi- 


home atmosphere. Seventy-five 


The Indianapolis News 


bells THE INDIANAPOLIS RADIUS 


NEW YORK: Dan A. Carroll, 110 East 42nd Street 


CHICAGO: J. E. Lutz, 180 North Michigan Ave. 


HEADS FOUR A'S 


Raymond Rubicam, Young & Rubi- 

cam, Inc., who last week was elected 

chairman of the board of the Amer- 

ican Association of Advertising 
Agencies. 


issued on Oct. 12, 1934, has stirred 
up a continuous flow of controversy, 
newspapers in particular expressing 
disapproval of the innovation on the 
ground that it put the Post Office 
Department in the position of foster- 
ing one type of advertising in pref- 
erence to others. 

The official explanation for rescind- 
ing of the order which Postmaster 
General Farley gave was that “after 
continuing this test for six months 
the Department has concluded that 
the revenue derived from this source 
is not sufficient to justify its con- 
tinuance.” 


__Issues Statement 


Washington, D. C., April 18—In a 
statement issued here yesterday fol- 
lowing Postmaster General Farley’s 
announcement that departmental or- 
der No. 6338 will be rescinded effec- 
tive July 1, Thomas Quinn Beesley, 
executive director of the National 
Council of Business Mail Users, made 
some pointed comments on the rea- 
son advanced for stopping the serv- 
ice, 

“The Post Office Department al- 
leges it is rescinding order 6338 on 
July 1 because ‘the revenue from this 
source is not sufficient to justify its 
continuance,’” Mr. Beesley said. 
“The National Council of Business 
Mail Users is content to accept the 
Post Office Department’s reasons for 
rescinding order 6338 provided these 
reasons are applied equally to all 
classes of mail. 

“Since a profit of $5,000,000 from 
order 6338 in its first year of opera- 
tion is not sufficient to warrant con- 
tinuing this facility then all classes 
of mail and all postal facilities show- 
ing a loss should logically be abol- 
ished immediately.” 


Renews NBC Contract 


The United Drug Company has re- 
newed its contract for an NBC na- 
tionwide Sunday afternoon broadcast 
of the Kansas City Philharmonic Or- 
chestra for another 26 weeks. Street 
& Finney, New York, is the agency. 


Form Publicity Firm 


John E. Bailey and Morris M. Lee, 
Jr., who have been associated with 
Edward L. Bernays, have formed a 
new public relations firm, Bailey & 
Lee, at 11 W. 42nd St., New York. 


Tells Gardener 
That F-M Seeds 
Are Now Dated 


Detroit, Mich., April 18.—Dated 
vegetable and flower seeds have been 
introduced by Ferry-Morse Seed Com- 
pany in a new magazine and news- 
paper campaign, designed to capital- 
ize upon the elimination of a pri- 
mary cause of guesswork in home 
gardening. 

At last, the modern gardener may 
plant his plot with assurance that, 
with the proper care and cultivation, 
tangible results will be his reward, 
he is told. 


Stresses Price Reduction 


Besides featuring the dating of 
each package, authorizing the plant- 
ing of the contents in the spring 
of 1935, the company will continue 
to stress the reduction in price which 
became effective last year, when the 
price of all vegetable and flower 
seeds dropped to one nickel. 

Small insertions will appear 
monthly throughout the spring sea- 
son in American Boy, American 
Home, The American Weekly, Better 
Homes ¢€ Gardens, Christian Herald, 
Country Gentleman, Country Home, 
Farmer’s Wife, Holland’s Magazine, 
Household Magazine, Ladies’ Home 
Journal, McCall’s, Pathfinder, Par- 
ents’ Magazine, Saturday Evening 
Post, and Woman’s World. 

Newspaper advertising, which will 
appear in approximately 800 towns, 
is being placed through Western 
Newspaper Union. 

N. W. Ayer & Son, Inc., is the 
agency in charge. 


Vaporine Opens Drive; 
Duquesne Names Agency 


Vaporine Laboratories, Inc., maker 
of permanent wave supplies and 
equipment, has started a 13-week ra- 
dio program ‘over station WHK, 
Cleveland, featuring the “Singing 
Beautician.” The program is heard 
daily from 11:15 to 11:30 a. m. Ra- 
dio stations in other cities will be 
used soon. 

The company plans to interest the 
public of Ohio and adjoining states 
in its products, to the extent of re 
questing them at beauty shops. Di- 
rect mail has been used to acquaint 
beauty shops with the program. 
Humphrey, Prentke & Scheel, Inc., 
Cleveland, is handling the campaign. 

The Duquesne Distilling Company, 
Pittsburgh, distiller of whiskies, gin 
and rum, has appointed Humphrey, 
Prentke, & Scheel to handle its ad- 
vertising. Newspapers’ throughout 
Ohio will be used. 


Change Time of 
Studebaker Series 


Effective May 3, the Studebaker 
Sales Corporation program on the 
WABC-Columbia network will be 
heard from 10 to 10:30 p. m., EDST, 
each Friday, in the Eastern half of 
the country, with a re-broadcast to 
the Pacific coast from 8:30 to 9 p. m., 
PST. 

The program is currently presented 
on CBS each Saturday from 9:30 to 
10 p. m., EST, and re-broadcast to 
the West at 11 p. m., EST. The pro- 
gram will present Richard Himber’s 
Studebaker Champions _ orchestra, 
with Stuart Allen and David Ross. 


Issues New Guide 


“Advertisers’ Guide to Latin-Ameri- 
can Markets,” a 400-page book deal- 
ing with sales and profits in the 25 
Latin-American countries, and in- 
cluding data on publications and ra- 
dio stations of those markets, has 
been published by Allied Publishing 
Company, Chicago. 


The true measure of an ad’s effect- 
iveness—the number of people 


seeing it. 


Get the most for your dollar in 


Metropolitan. 


Baltimore Sun—Buffalo Times—Chicago 
Tribune — Cleveland Plain Dealer — 
Detroit News—New York News—Phila- 
delphia Inquirer—Pittsburgh Press—St. 
Louis Globe-Democrat—Washington Star 


‘Weekly 


Current Circulation 
5,600,000 families 
16,800,000 readers 


5 Bets v y 5 7 my 5 % f % 4 2 “ phate ei Fe age an : . i i - | es A ie bess ae f 1 . 
; s ee ay 2 Ae HEF : es aoe a ek ee eee é 
ee 
iid calle pe « 
ee Bre ' | } 
one Pe 
: : a i : ia 
| ae ts 
ee hs > e 
© 
1 | P * 
; ae : | 
Po 1 | 2 _ > 
: | | } 2 . J eS 
: | | é Re et ee .. 
* . 
: % a Sap. chet a 
= eae -_ se = 
sete nan - _— + ange 
Yar ee | ‘ a GL is s : 
hata | : + a: ae > “9 
mee — a. 4 Ss 
nee $33 i a a 
oe ete | ae a Se ale i ae “4 ee 
aa posi i 
er ne wae? . 
+ | Co ae aoe 
enn aPC eeanieg 2 5 
Beek & i. —E q 
: er | oi eke 3 Pi 
cone te | . “\— . *s 
ed Sa a 4 2 
==) & | = as 
eee — 1 | : | 
<i agitate ee Pe © : eae 
Pater = — 
ce el 
iss aeiie 
Viel a | 
me el, ee 
ee os | | 
eg 
Wala lee | 
= whee By ve TTT _____ ee _________________ _* 
Ge x Ua 
eRe . 
Se —— —— ee ee ee — 
A= |) =e ee - “Site sd ea. V ‘ a 7 vy BWS Amy Ras NZ ay yee SORES 4) Ns rae. & a y ¢ ; ae ee 
a SSS oe —— ue Bie “i iy Sa betes .\ See sj 1 a, ae fr 
\ Nj z ae Ne — aa 2S WE, Rye yy Sr ek eae V Ley Vy \ 2 ZS, 
a A TOS SVE 2 Be fe Me 
- Bm NNN ee a AY 9 Se TRE Ss Akh 4 ae hn 
A! r : Pay 5 ae ay - . SN | & ss A > Se es / ES 
= ft # EN a as ‘ la pyr a2 Sty — Mas a>: ‘a ‘AS , a ee | 
3S \ Whe er < SR \ ' KEG va Beet, Ca Stata: Fas 
ral \) as : = : : - <a ~Se q i Fata = pens, ras aN q ee. 
ih } ‘ SO =e 2 Ji > aS ~S . owe OM A Pe 
‘ . : ' “as Say mel SA } Be eee oe 
x : =. es: ay x" \s ~ 2 Sa J Pr + y 
Bew'a | PZ, ee, OVS “SE N LAP See | | 
Tete ae ‘ os . La Fi (> AE AS “SS \ . y. 7.08 | 
eee Soh yy eZ ee . sy re He Se 3 eee ——_—_—_—_ | 
Vor aed as ‘| es Se ey ERR GS eae ts : \ d "4 ‘ 
: s i. hae : a —r Atenas i SS Ne A we x a 
DP Rie oi Gh ‘ ane = ~<a ‘ Sis) 1 ; Pe cae \ ‘Sa . oa 
ree =i Sa; oe A “ mw : ; mR i z —w i - iy , oe we = 5 “i ; * ‘sat 
ree a ee Soe alt 5 re — poe ’ : 
Petr a re A i A ¥ a ara Ve i" ae) , a / / 
oe ge & : a ~~ + ee lias es. mA Me: EREs ble b a a f 
w Take S Bee ae ne | ee — ' a —~ Asie = : eS sig x i * ie 
eee Set Ree et ee ee Sh , Poe Seat > see Vee 
are ha pe NEN Se ey ae « a. — by fe athairs 3 a “* +a oe a ‘ 
Re ee ee \ a a a ¥ Ss a RP ee 
Se Wee tae Fags ‘I Rae, ie ee ae pe Te oe ees 
a B= ila ie Sore We Eee BB ee a pA eR a rang 2 he oh tee a loeb i | 
7 S 2 ar aed 4 Pd : < * _ Grin 2 - - eee Se Se 5 Sg Oe 
= Pater’ - meee 3 Seg-5: 2S ee, ee er aes 4 ee te Se 
. Es; se - ee -ty ANAS. 2 =e ee ae ie ay ees 
re <7 Ae SOAP one a at Roe Ae | eee eee Gk Peer Ore OR” 46, cc ae 
“wii + ae ee a eae Bt oe: “ A7 sie meena ces ks me Sa ep ican iVcartane. { ed. ee ee hae | 
ya ert —  & eee . a hee eet Weds eS ee i ee ee BERRY Oe te oe 
ee aM Cog) i a ‘ ody bala g TEs Sn coir eames, RF Woman Sie eed Sages ced Se ianser a Al 
Fie ae 4 gia i. 3 Tie ae Oe ee Pane Gaus ei eB! 6 oe eee oe 
"a me ee 2. ‘ =e Een Seas. BEE nS ok ye. RS 1s US RE wy ee eee Uray 
ge ser ei fe Ju: pe eae A ee a 
5 aah ety Se eens fee sae eee e Pe se ae ge Ts MMR I ace eae a eed is ollie oo Vela Soe! oe a Re OY Data ee 
at ae ee i. - “Sage em 5 ia ee tenes Shere ie ee 
igs Mi ae Le eee ae i ee scitie a sane ee epee Oe Lute 
n a i es wie eet ae eS a eae 
5 ene pen eee. << | Eas ae ac ee ge g See eee ae eee, | 
dn 1 Bae ia i ay ate . foe ; ' ‘ 
aes en See ee di bt 
eo ee even ett = - _ Bois: \ | 
eel ao 1 : ; nn st on 
Se ere ile : 3 ong isa lar 2 eee , es ’ baie 
5 aoe Ar Sioa ore aR ty rae permet OE Eee ia a ail oe i emia, 
¥ ee orgie Se oat . - wee Se een eertes prereer RS er ran er ee Sas Re ie " . 
; je nue ae a ps LF eS " Bh gs Shee ee ieee Pe en eee ee ee 
oe iia eet ae : ; Me ye Higa eg eae Seems hee 
ane : | | oe 
; - ee 
Pat 
‘icy ee 
oe 
ae | 
ae ee ee — 
: ee 
ee 
————o oo —F—_—_jEE—E——_====[{={=={={x_*_{=_—_—_ol— — _ ____h!h!!_—_—]—]——=—= 
; Ss) 
a po 
: vale a eee in ee ra ae Pr meee TEL Wee ee por Oke” mame eh EEL eae Tepe yo eM Res iran mien. aM 0S. Ty oeertiphnty Weise eer er ae Me oe) Sarena eaten Se es Bee Sea 
eee Ss Be ee Sa ca aaa mg Td Eel ior mI ey ey ge AG suas” Mame gem ath eh 
ees ees: Wat pee 4 a Pie et = ae eT ahi ‘ Sear ee ieee est a ete a al eng y i pee ase re ae ee Pore Seg lereencne erie NER ACh ae Ag Ree eee ee Bes i = SR ts eae ORG 99a ha 
Ragas | netgear Sh: EAN ane es eee pee ance tae ice AL PUNE he eee A aoe el Wee Near ag aye rE Re orig Re ys ee ee ae Oe pa he eat tae y , up 2) a ae Pile SN a Eaete 7: hes pape PRS RE sete Se a 
ee 4 poe. a 3, Ba Renate pial eng Piricgiats i cota eC Sant Aaa ten rae ieee a og ee eat a an iia ae Re iar as ie Ma RS, 0c Sac Se aR R TS aN Site Vee cel] 1S tar Soa oak eee Piles koe aetce Paar 
he eS sae SS eerie ry cere rare rene Peo eae EE Se aes ee AGT cael g a cee ee bc. Cueeae Sain ULE Mn ci Prat tye ne oot, ete mira me eTeaSY ee aiel ie RI Rae SC oes Geer i ek As oa eee a a Pen ae rt! cog Were oe Ae eS. : 
SRM ala Od ge A ac a NC i Eo eh ry ae ee eee LN ac Pea a hE Wer hoe wena meee Se gk i ven kre erg as Cg ee ee egal fe Yemen age eee bola rie ee ee Ree ae ner ee eee RE 


— TS 6S a)6hUhellUmlw 


April 20, 1935 ADVERTISING AGE 3 


WITHOUT 
DOORBELLS 


We rang no bells, asked no housewives how Mon. Mar.18 . .. . . .220 | Mon. Apr.1 61 
3 Tue. Mar.19 ..... . 46 | Tue. Apr.2 22 
long they kept THIS WEEK. We think the most |... 2g wie ais § 18 
e . e . u. pr. 26 
convincing demonstration of the long life of }=Th Mara. ..... 7/5: ais pi 

. : . j Ri UM be es @ 
any magazine is the experience of its ad- Mon. Apr.8 ..... . 55 
: Mon. Mar.25 .... . . 107 wee RSs Ve ere 
vertisers. Oo — oo .!, Wed. Apr. een eee 
Tha. “Ape. i i rr eB 

‘ ‘ Wed. Mar.27 ...... 2% Pp 

As evidence of the long (and useful) life | a i. Re ok kc ce 

u. ar. as oe 
" ‘ ... replies were still coming in as this advertise- 

of THIS WEEK, we submit this calendar of re- Fri. Mar.29 . . . . . . 95 | meat went to press 


sults pulled by a single insertion of 78 lines 


This is what * i 
a i aN aes is is what we mean by “the long life of a 


magazine with the sales punch of 21 great 


Mon. Mar. 4 . 53 | Mon. Marl... .. . 683 | mewspapers.” We have permission fo tell you 
Tue. Mar. 5 . 431 Tee BM. c ss the name of this advertiser, and the experi- 
Wed. Mar. 6 . . 756 . > ee ‘ - 3 
Thu. Mar. 7 poe? 4 ys  —_— - a ence of some other national advertisers in 
Fri. Mar. 8 . soi | Fri Maeri5..... . 109 this made-to-order medium. 


~ weievwew = - wrPee Ww 


WN @ se Shee 


DETROIT: General Motors Bldg. SAN FRANCISCO: 111 Sutter St. LOS ANGELES: Lincoln Bldg. 


x 
es ‘ 
aa aan 


; we ne 
PSD ts Dp os 
3 & Y, ‘Se Ay 4a 4 
4 F- f fue : aye rf 
= * 7 Se 
KX. ‘ 
s Os 


| a , 
enn nnn ne nn nn nnn renner nnn reer nnn nnn nceereeeee rere SSS - 
ee __ _ —_————— 
a2 Ie 
27. 
oe 
cig 
J gis 
ye 
So) ee 
; Ege 
se v 3 
pg sae 
‘ Sere 
Ma, ee Ne 
, er made, 3 
, ie 
aes 
l 7 ae 
, a. 
7 — 
) . 
- 
a 
rca) ot 
) oc ae 
l 
> oe wi 
uf Be nc 
el 
Bases 
aS 
oe 
ere 
py aa 2 
Cie ay 
Be i 
On o£ 
ee , 
a 
_ € 
ce °°? : 
oY 
Atlanta, Baltimore, Birmingham, Boston, Buffalo, Chicago, Cincinnati, Cleveland, Dallas, Detroit, Indianapolis, Memphis, Milwaukee, Minneapolis, New Orleans, New York, Omaha, Philadelphia, Pittsburgh, St. Louis, Washington 
: (elastin Tinh LORE Ces NIT, ate 9° Ss ar a yr. ’ . r. . : 
fi 1 ae - Fe é + GOO + LES 4 me ne ES GA a = tS ay 3 | } é £ - ro é : . 
\ : a ip oa Le y ' ey as Sz } $ Ag ny i A) c i hey ‘a Y. 7. \ ’ zh ‘ : vy Fy 7. A , . x -: 4 1 a ‘ ~ i 4 ‘ se \ Tata t 
WS AF oP & WML AO AM LOLI ME MOV NG ZINN LMA AN PN 
a A > az, ua Wy Ry, Sp : At ry 4g fay my F Ae ‘ay 2 ey Ps if ¥ oe (ok ie Af 4 wien a ; a 
: (OS ro ie oe RZ Ss ? a 3 J % ie sie ; - _ ae ee a y oe | 
Ak Fs Nh \ | (i eo oe / YF ee! BS of SS 
se MP 3 1 %. o> , & : bs 9 6\ e's Fi, : 4 re ey Se, a oe we , 
3 P i ge . ae. a : . : Cee! y 4 wie ¢ A Pe ay. ‘ aes Prag | r i *3 4? ae oe ies F 
i: GA ee 4 e724 " Pre ad QI, S af Ye GB —_ a ad j ss Mn RNY hg ry) ry Ty . R27 & 8 ; J et 
n KE WLR. SSRIS NS ND NAR ANB, VE Gc en Re” JRE GaN eae 7 
P26 Sh ee Se eae QA Ser" Od. OU es < = “i Pet PS SF 
J eal 4 
| NEW YORK: 420 Lexington Ave. | CHICAGO: 360 N.Michigan Ave. [iI j XU! 
% 
4 
. ”. 
* y 
ats oa Westie = i eS Sa ete ary a ee yore ened i eae <A Saleen lth a eerie. Sark, same au Ries ee] iS ee ee 5 ean S: a va ey Soe aa ey Le! type Seater eens Aas Tales Aad Bech tea, eat Oe es os ae mee ae 
ee ee or ees Vee et yt ieee i ea ce «pene, Wa Ae ate Cie (oe | ea ee Rr EE aman SEM PERM ey a CA ek rel rac Neal el eo Sc SRA 
OO NGI oa a i eC Ea," Se, NM gO NES eS GE "nF eI eg RRR eal Se Oe a ee Ses ai cae Yee ae eo Ae RO tea hn Camera coe Gr tne tip Le sy Ve a aay a) PR 
ee Ee ee a i aan te gee po ham i) Ree nee 2 cere Said uh aah etree we ree eee pe he ane ere eee rave en eR Ree ee ge eee : ge 7 
cp ea ee Dee ange eS GH Soe rahe ee mt ree, a eel are ye es shit h) Nesaeeac eine ince oo ae nee Sc ah nee : =. een Re Ws eed tan 2) a ence iy ee Bc Roy eee e { ee pee PS tees Cor tae 
PSEA ATU oety Ober aii ocak oes 7s a a aa ae ee mere SURE RU eo ne. Sead oa). ee aie eR cdi Ae CEE i, Su rat BU ey Cee ee | ge MeN cave Wan ce rape es Toles ad Eh =y 1S. ge Gp aeebmen ey 1, te pee A a 
Rig ee mee te Pee ass hides Sess a No ator fade ads hy oom, See he fees peecegme ee NY ee  .a, ee a ee pee ek) | a eee eeate es  Som es 2 Be oA RSS aaa ate Spree een ee Be Gr Re Sata ao PARR Ee Mee ee ween Cg we om) bee aE ae hs tt eee. 
FAG Mea. Sint ainamed, pl se nee ee tk Berek tay Pi ong (hc pe aaaicn a Ae ap 3 ae Peter ep PERE Sal DIG is 1 Nc pO gee gD), 0, ORES CEE a SSE RO MRRERNIT Yo, URN 3227 ee Bente Yr age Raa ean ee Arh eae 


4 


ADVERTISING AGE 


April 20, 1935 


STORE PROMOTION 
FEATURES TIE-UP 
WITH DODGE CARS 


Chicago, April 18—An unusual 
example of a tie-up between depart- 
ment stores and automobiles was 
shown here Sunday in Mandel 
Brothers’ full-page fashion adver 
tisement in color, in the Chicago 
Tribune. 

Dominating the page was an illus- 
tration depicting a group of women 
admiring a Dodge sedan of a bDril- 
liant hue. “Make It a Colorful 
Easter,” the advertisement was 
headlined, “in Mandel fashions that 
find their color complement in the 
new Dodge motor cars.” 

Color plays a stellar role this 
year, copy declared, continuing: 
“... and Dodge, the car that world- 
famous decorators and society lead 
ers praise for its smart lines and 
dashing grace, reflects the smartness 
of Mandel fashions.” 

Readers were then urged to see 
the store’s Easter fashions and the 
new Dodge on the store’s fourth 


floor this week. Supplementing the 
newspaper advertising, photographs 
of Dodges were displayed in the 
store’s windows. 

One footnote to the text of the 
newspaper advertisement stated that 
the illustrations showed six best 
sellers among Mandel’s Easter fash- 
ions, while another footnote declared 
that Dodge is the “best seller” 
among motor cars, above the low- 
priced group. 

Two Dodges were placed on dis- 
play, and two Dodge representatives 
were on hand to answer questions. 
In hoisting the cars to the upper 
floor, the cars were first broken 
down, attached to the bottom of a 
freight elevator, and then reassem- 
bled on the fourth floor. 

Sidney Natkin, the store’s adver- 
tising manager, refused to discuss 
the matter of how the advertising 
cost was divided. 


Cosmetic Industry 


Plans Special Meeting 


Legislation affecting the cosmetic 
industry and state and federal sales 
taxes will be discussed at an all- 
industry convention of the perfume 
and cosmetic industry at the Hotel 
Plaza in New York May 21-23. This 
convention will take the place of the 
usual annual meeting of the Asso- 
— Manufacturers of Toilet Ar- 

cles. 


KFEL, KVOD Merge; 


Network Organized 


Stations KFEL and KVOD, Den- 
ver, sharing time on the same wave 
length, have merged for the purpose 
of expediting sales. As part of this 
move, the Colorado Regional Network 
has been organized, consisting of 
KFEL, KVOD, KVOR, Colorado 
Springs, and KGHF, Pueblo. Later 
KFXJ, Grand Junction, will be added. 

Plans are also under way to expand 
the network to include stations in 
New Mexico and Wyoming. Gene 
O’Fallon, KFEL, is sales and program 
manager of the new network, with 
Frank Bishop, also of KFEL, as his 
assistant. Ownership of the stations 
has not altered. 


“True Story” Change 


Asa R. Blish, formerly Western ad- 
vertising manager of Liberty, has 
been made Eastern advertising man- 
ager of True Story, effective May 1, 
when he succeeds William M. De- 
Vitalis, who has been appointed 
American sales manager for Gordon’s 
Dry Gin Company, Ltd., Dale D. Mac- 
Cutcheon has been named Liberty 
Western advertising manager at Chi- 
cago. 


B. R. Howard Dies 


Beale Richardson Howard, vice- 
president of The Evening Star News- 
paper Company, Washington, D. C., 
died April 13 after an illness of sev- 
eral weeks. 


blinds, and sea fishing stands. 


*Open Road 
for Boys .. 275,000 


American Boy 275,000 
Boy’s Life... 250,000 


800,000 X 3 


WHEN HARFORD POWEL WAS A 
LAD THE BOY WAS AHEAD OF THE 
FATHER! TODAY THE BOY IS STILL 
THE FATHER OF THE MAN! 


Back in 1902, Bradford Norman and 
Harford Powel, two men in Newport, R. I., 
who enjoyed shooting and fishing, bought 
“one lung” Indian Motorcycles in order to 
get quickly to their favorite swamps, duck 


The only other self-propelled vehicles 
in Newport at that time were imported 
French automobiles, and a few primitive 
American electrics and steamers. 

Harford Powel, Jr., then a boy of four- 
teen, says the second greatest thrill of his 
life came one morning when he “borrowed” the paternal motorcycle, and got it started at 25 miles 
per hour down Kay Street, Newport, a thoroughfare which leads into open country. After grazing 
a number of carriages and pedestrians he looked back and saw his sire running after him. But the 
iron horse was too fast for the old gentleman’s legs, and it buzzed north for six miles before it 
gracefully ran out of gas and died. 

“That ride was the second biggest thrill I’ve ever had,’ Powel reports. 
it felt to zoom up hills that had absolutely defeated me on a push bike. 


spare years, 1929 to 1935. 


the rest of his life. 
and advertising. 
There is the cream of every market. 
of their favorite magazines are read each month by about 2,400,000 boys. 
THE OPEN ROAD FOR BOYS contributes 825,000 readers each 
month. 
We have many facts. We'll help you prepare advertising or adver- 
tising literature from the boy angle through our Editorial slant on boys 
and boy habits. 


THE OPEN ROAD FOR BOYS MAGAZINE 


728 Boylston St, Boston : Chanin Bidg., New York : 


rearing in the shafts of every carriage I passed. I remember the chicken I slew at Green End—it 


was long before chickens had learned to dodge. I thumbed my way home, and was suitably chastised. 
No matter. 


I had enjoyed one of life’s, few major thrills.” 

A magazine must be good that has made its greatest growth in the 
THE OPEN ROAD FOR BOYS is a clean 
magazine of healthful activity appealing to boys in their formative years. 
Ours is a great responsibility to advertising. We cannot take a chance 
on the smallest classified advertisement without full investigation. 
boy is misled on a 10c item it may make him distrustful of advertising all 
Our great responsibility is to youth—to future man 


NELSON J. PEABODY, Advertising Director 


THE BOY IS STILL THE FATHER OF THE MAN! 


“T remember now how 
I remember the horses 


If a 


Eight hundred thousand copies 


307 Michigan Ave., Chicago 


LIQUOR COLOR TAKES BOW IN FASHION WORLD 


ay 


A group of national advertisers in the apparel field will feature 

Dubonnet, a wine color simulating that of the Schenley-distributed 

aperitif, in advertising this spring. A fashion show at the Schenley 
cocktail bar, New York, launched’ the promotion last week. 


Dubonnet Now Is 
Fashion Color 


New York, April 17.—A fashion 
show in the cocktail room at head- 
quarters of the Schenley Products 
Company last week inaugurated a 
promotion of Dubonnet as a fashion- 
able color in men’s and women’s 
apparel. 

The color of the French wine has 
been adopted by a number of Ameri- 
can designers and manufacturers as 
a means of stimulating an appetite 
for apparel just as the wine stimu- 
lates an appetite for food. Most of 
the costumes developed are for the 
cocktail hour. 

Eight manufacturers cooperated in 
this week’s Dubonnet fashion show. 
They are Sally Victor, millinery; 
Charles Nudelman, beach costumes; 
Dobbs, men’s and women’s hats; 
Koret, handbags; Laird, Schober & 
Co., shoes; Dexdale’s hosiery; 
Daniel Hays Company, gloves; Bach- 
rach Company and Peerless Mfg. 
Company, cravats and robes; and 
Adele Smithline Simpson, costumes. 

Mary Brooks Picken described the 
fashions, which will get mention in 
Schenley Import’s advertising of the 
aperitif. National advertising of the 
apparel firms will also mention the 
Schenley - distributed product, agent 
for which is Lord & Thomas. 


Death Closes 


Strang’s Career 


Frederick W. Strang, of the Strang 
& Prosser Advertising Agency, Seat- 
tle, veteran newspaper man and civic 
leader, died in Seattle April 8, after 
a year’s illness. Mr. Strang had been 
associated with William T. Prosser 
Sa Strang & Prosser agency since 

In 1889 Mr. Strang entered the ad- 
vertising department of the Minne- 
apolis Tribune, where he remained 
until 1894. He was advertising man- 
ager of the Spokane Chronicle from 
1894 to 1900, and was manager of 
the advertising department of the 
Seattle Post-Intelligencer from 1900 
to 1911. Later he was associated with 
the Seattle Times in a similar ca- 
pacity. 


Enslow Honored 


Linn H. Enslow, editor of Water 
Works and Sewerage, New York, will 
receive the John M. Diven medal for 
“outstanding services to the Ameri- 
can Water Works Association” for 
1934, at the organization’s annual 
meeting. The award is in recogni- 
tion of work done to safeguard pub- 
lic health through water supply and 
sewage disposal. 


Winchell Photo 
No Testimonial, 
Court Decides 


New York, April 18.—Mere use of 
a person’s name and likeness in an 
advertisement does not constitute a 
testimonial, the appellate division of 
the New York Supreme Court ruled 
in vacating a temporary injunction 
secured by J. Walter Thompson 
Company against Walter Winchell, 
Fletcher & Ellis and Gooderham & 
Wortz, distillers. 

J. Walter Thompson held a con- 
tract with Winchell, providing for 
exclusive testimonials for Jergens’ 
hand lotion. Winchell later made an 
arrangement with Fletcher & Ellis 
for a series of 13 newspaper adver- 
tisements on G. & W. liquor for a 
reported remuneration of $5,000. 
When the first of these appeared, 
the Thompson agency secured an in- 
junction, claiming violation of its 
contract. 

Winchell mailed the $5,000 check 
back to Fletcher & Ellis at that time, 
it is said, but the agency returned 
it. In spite of the later court de- 
cision, Fletcher & Ellis may cancel 
the remainder of the whisky series, 
it is said. 

The court, in dissolving the tem- 
porary injunction, remarked that 
should J. Walter Thompson lose the 
Jergens account as a result of Win- 
chell’s action, it could bring suit 
against the columnist for damages. 


S. M. A. Starts Campaign; 
Baum Names Brothers 


The S. M. A. Corporation, Cleve- 
land, has started a local consumer 
campaign in Cleveland for Buffay 
sauce, which has heretofore been sold 
only for restaurant and hotel use. 
Small bottles are now being offered 
through grocers, meat markets and 
food stores. The Brothers Advertis- 
ing Agency, Inc., Cleveland, is han- 
dling the local campaign, which may 
be expanded later. 

Baum Ice Cream Company, Cleve- 
land, has also appointed the Brothers 
agency. 


Joins Owl Series 


Ferde Grofe, composer and conduc- 
tor, will join the Burns and Allen 
program sponsored by General Cigar 
Company for White Owl cigars, on 
April 17, as orchestra conductor. The 
Buccaneers male octet will also make 
its debut in the series. The program 
is heard over the WABC-Columbia 
network from 9:30 to 10 p. m., EST 
each Wednesday. 
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NEW YORK 


A NEW CATALOGUE 
OF $10 PHOTOGRAPHS 
FOR ADVERTISERS 


Send $5 (refunded with first order) for new spiral 
‘bound Sth edition of “ Reserve Illustrations."’ Over 
1000 subjects, covered by model releases, ready to use. 
wee Catalogue also on approval (U. S. only) if you prefer. 


_. UNDERWOOD & UNDERWOOD 


CHICAGO DETROIT 


A 


es | ee fF pan 
ee ce ne NN Ne HN A SN _ 
* = Hes Neer ees SS 
Meas, | 
4 i . 
eal - , . 1 ee 2 
yee fe . ee i ee 
; a 
. . ° 
| ; aaiitiots ; - a 
| a se ” » 
¢ 3 Ps a - 3 %, i gr aid a 
F “a. wer Pier 
——— —s ¥ i ae val ual ‘anal es 
} 4  o 4 G. 
pecs, Bees 2 ; ae 
* i! rt ail 
| oe 2! ae 
-: a, Ge oe E f ae 
; , 29 7 } 5 Zs Rk ae 
eon * - aE 3 : _ ¥ 
RAEN a onal j “| 
ere _- SS 7 ae 
epee : SS ~~ aa 
ee. ad a a : 4 e a : . 
ae. cee _.  . <S . soe ne et 
ae | ee kee 7 ie a on ‘i 
; | > . a , ‘ ¥ ee es 
aa . ieee * Be re - ee elt Wis 7 
a. | oe 2 * eee + ae * ee 8, Ee 
ae oy Se 3 < ote Miss ES ~ Bt 
met , os 5 age eae a ies 3 
oy he ceca i he < reo: te ne % 
See aes 9 4 gor 7 “= oe yl 
ee bin os : a € ‘ Ae 2 ees ain i he , 1 ae 
a eae ui \le > , “! eed y 
Pe oe ha * 
A in | of iii , ¥ oe Paaee 
crn 
Baye tere 
Por ree a a 
pet See as 
Tee ce | 
1a Se ai 
tae net 
pNae 4 
Saat 
= | 
ay e Me 
Hose Sn, J 
; | } 
aie Any ' 
it GQ Vn 
SO ye —oIoIl Illes TrTreeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeoaaSsSsaeanaa—a_a-. 
oe 2 ae m 
i @m ¥ 
-_ re oad od 
ie Geko 
“i SS 7 ERY 
- t . ‘ - “5 
ae) } ; a : ‘ mm 
Pere . f/m 
Se a3 ; 4 eR SS 6. E/ 
Herts: | a Pp. ; 
aoe i¢ 43 
sels ee f 
; | — ¢ 
Pe ; | a = : | 
ei ee Pd \ ry, » 5 
ee ES ~ ; i aaa a 
1 Do =>’ a eK o be 
ee aoe eee ae —» ~ 
oy i pele Oe =~ : eu 7 
a a ie . . os wis | 
i - oe 2D ty af ‘ | 
| "ee — 
>: a at 5 . ‘i 
as cr) yo 
i ore 4 PY Laat ag . 
is eee? Ss ain i = | 
hs NG eee an am / 
Speen a a z - ~ d ’ | 
ee oe rt 7 : fs dn | 
erg oe a: A P 5 4A am  —~ 
ie aly , fj \ i, / — 
oars! nate —— eu 7 it f \ Bg = —_ 
we 
Sine 
: 
ack ental 
Dees eis 
Ltehe res 
Tice ree to Sees 
aatiake? 38 
ey 
‘ 
re : 
| | Po 
oe 
ke 
a ee 
: 
_ 7 eae 
Ka, on aN a 
ys ie 
Bhs 
is Bees ie 
ie (53 a 
Apt yp ce ee THE ° 
: OF THE 
: gee Ss di Sip: Stm> aun alee 
Ne Mer eg say e 
‘ DE rel eat 
Pa ee rite death om P 
is eee 
P- + 5 r aa ae—jej{—eeq$3“0O306u30zna»]j_i—e—_————>—>—%.%.%%0.0 owe oes 
i a ‘ 
- 
ee ‘ sf 
Po be ee 
P| e 
eon i 
: \ 
: 
: Bedciserits be tne n cienae e ne wire eae aw Bae ache eae a a ee. Maes Ae ees EC ATE ec cc ge ced a nat naar fe Ene kee ee ee a ~ Serer 1. ho ea Rm Ce een ge as ee a i Ren a ee 
RO ee eee oe oa ae STi al Sp ae he Res Ee Sen ep cRp Fs.) eee im em RCM Eo Fer yay eye NGL AB PauraMinem se: on ke caiepanate as > (0 APuh eee SMR MIO (ICSF: 7) pa ema Cece a A Me" Re iri PP et. CU ROLN SL re ee lg a T hh e he Siege a Re RaM SANE to eS OE aon Setar 
Sea an ea ae Ger wets oo ap 3 Dif NS: one See St mR pee Ulan hope at ee oe eae Besser sy cass SiS re ee eee ee Solis ss Se ieee yy RS WEES o Mas 
SAS aie aa SF potas Ue oi ann ee ainsi! 6 Jaks cong vis : ; cee eee" ey ies eae Pere oes aed OU Se ae oe eco Me ER ee eee A EE a id Ce ree pone fae a 
Lo Tee Nace gt eas ahh 2 ots eae = 6 lectoe Jia es co a eat Ss Mersey aye LA oats Me ES oR. pe: ety as ae gre ter aneth SSK ae ey ae Tee So et NE aed BY ey hy ke CSE Oi cy eae Ae et og Se BO Nebac a ea ‘sioeall s 5 abet é 
4 e ford) 0 pan ee Ree cal ER Sra 30 A ee a Bee ho ae va a aaa! Rae MS Pa Ree eM Re YT ee” oan Pe re amen ee aN eye Ge Csr Gee arom tay Mert eit te td pele ter, Shae aces ECS Nate ge ee tee ihe ie re ene s RAPo We tes Ne Sal Te) aera sy ora iy Ede 1 a a EE itl bees i 
sR Ta aa a pai > oc Sa aR Re CPi © at SMM eT Th Ld Ya ge! nahe, e Semple ots GA ints ORM Mee ae og A ho he eMC MSE) arn mcen ye, ts Gem enn ee crest” care CT oo. Anau ee a, -anle Ap emule een pene et Pent uP RT Spey meee YCRI TS Sore Pees 
Bee ne Me gn DS OOO Ge rte °° ie emer erate Seager aT LE Aiea cc lke Shy Soa eee en oa |S, ee an aia : ope er, ne liens eats ee ye ee eee eee ty a) cee oe rm eta ge 


April 20, 1935 ADVERTISING AGE 


DEVELOPS RICH NEW MARKET 


ANY another important ad- for its story. True Story offers 
M vertiser, too, has arrived this mass circulation to the nth 
by this same road at a knowl- degree. Each issue enjoys a 
edge and use of True Story... larger newsstand sale than any 


by gathering facts first hand on other magazine, and its reader 
interest alone does it. The kind 
of reader interest that makes 
Any product seeking sales in it easy for good advertising to 
volume needs mass circulation _ inspire reader spending activity. 


the front line of selling. 


oe, «OUR FAMILY 
+. CHOOSING BLGIN 
oaN 


. LORRAINE WERLEIN 


Pest 


NE OF New Orleans’ most charming and tal- watches you may know. Only in America only at 
ented debutantes! She paints ...does sculpture © ELGIN—is found the unique partmership that makes 
| of splendid promise. She swims, rides, plays tennis —_ them possible. A close union which ELGIN’S master 
i with equal enthusiasm. Her vivacity makes her a _ craftsmen have made with modern scientists so 
popular leader among the smart younger set. they can work together at every step. 
“Since grandfather received his watch back in At ELGIN every watch movement is planned, 
R the ’80’s,” lovely Lorraine Werlein will tell you, created and completely finished under a single roof! 
; ~ “there have always been ELGINS in our family. My See the accurate new ELCINS now. They are 
own watch carries on the tradition.” flawless even under the microscope. Timed to the 
Family tradition like this is one reason why _ fixed standard of the stars. Prices are $19 to $500. 
ELGIN has been America’s leading Cnepiece for 70 A. 17 jewel in 14 Kgl filed cane. Black side oor. 
years. The other reasons you will discover for your- Inleid dial. 9 2655 (natural), 2654 Cwhite), $45.00 
4 self when you see the newest ELGIN models. 
L Notice how exquisitely, how daintily, each is B. 17 jewel semi-baguetre im 14 K. solid gold case, Black sith 
: fashioned. And how distinguished its beauty is... cord. No. 2043 (natural), 2042 (whit?). $60.00 
a beauty that starts with correct design. C. Model 1244 in handsome" Veritas” non-magnetic stain- 
) All of them: are distinctly different from other hess steel case. Paneled silver dial. $22.50 
’ 
) “ELG | Nee 
j FOR 70 YEARS THE MARK OF AMERICAN LEADERSHIP 


ELGIN ADVERTISEMENT FROM THE MAY, 1935 ISSUE OF TRUE STORY 


TRUE STORY 


| NEW MAGAZINE FIELD * LARGEST NEWSSTAND SALE 
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WMCA Launches 
New P. M. Rates 


To encourage use of radio after- 
noon time between the hours of 1 
and 4 p. m., station WMCA, New 
York, has inaugurated a new sched- 
ule of strip prices on a 13-week basis. 

A special rate of $200 a week has 
been placed on each 15-minute strip, 
Monday through Saturday. To enjoy 
this special rate, the advertiser must 
use six periods a week. 


Gearheart to Brewer 


Donald H. Gearheart, former adver- 
tising manager of the Peerless Motor 
Car Corporation, and more recently 
with the Pocahontas Oil Corporation, 
has been named advertising manager 
of the Brewing Corporation of Amer- 
ica, Cleveland, brewer of Carling’s 
ale in the United States. 


Women’s Committee 


Selects Best Programs 


The Women’s National Radio Com- 
mittee has named the March of Time 
program, sponsored by Time and 
Remington Rand, Inc., with Batten, 
Barton, Durstine & Osborn, Inc., as 
agency, and the General Motors Sym- 
phony broadcast, with Campbell- 
Ewald Company as agency, the two 
best sponsored features on the air. 

First awards for sustaining fea- 
tures went to Columbia Broadcasting 
Company’s “Concert Hall” and Na- 
tional Broadcasting System’s “Your 
Government and Mine.” 


Moves Offices 


Harris - Seybold - Potter Company, 
printing machinery, will move its 
New York office to the 26th floor of 
the McGraw-Hill Bldg., 330 W. 42nd 
St., on May 1. 


INDUSTRIAL ARTS 
SHOW LOOKS INTO 
DISTANT FUTURE 


Exhibits Stress Union of 
Beauty and Utility 


New York, April 18.—Demonstrat- 
ing industry’s solution of the prac- 
tical, artistic and social needs of the 
average man, present and future, the 
Industrial Arts Exposition, sponsored 


by the National Alliance of Art and 
Industry, opened in the Rockefeller 
Center Forum this week. 

Most of the exhibits presented 
products for consumer use that are 
here today, while a few demonstrated 
what will be on hand next year and 
one went so far into the future as 
the third or fourth generation 
hence. The exhibition continues for 
a month. 

Appliances, accessories, and neces- 
sities of every-day life are shown 
under the headings of housing, 
household appliances, transportation, 
communication, fabrication and leis- 
ure, 

Most dramatic of the product 
stories is that of The Hammond 
Clock Company, which is now enter- 
ing the musical field. The mechanics 
of the Hammond electric clock have 


vertised merchandise. 
Whiskey-State, you know 


is more prosperous. So, to sell any product 
in large volume, at lowest cost per line 
rate, concentrate your Kentucky advertising 
appropriation where others do—in the two 


big-circulation newspapers. 


@ when the dawn is on the Bluegrass, The 
Courier-Journal is favorite at the breakfast 


tables. 


COVER THE WHISKEY-STATE 
MARKET WITH 2 NEWS- 
PAPERS 


Crab Orchard and Old Grand Dad Whiskies 
are produced by the famoiis American 
Medicinal Spirits and Sunnybrook Distiller- 
ies. Their continuous payrolls circulate 
buying dollars which help to make Ken- 
tucky the bright spot for the sale of ad- 
Being 


America’s 
that Kentucky 


@ and The Louisville Times completes the 


coverage at Sundown. 


é Bison; 


CRAB ORCHARD: One of America’s fastest selling 


straight whiskies, and 


OLD GRAND DAD 2A mellow, 17-year-old, from the 


pre-war barrels, form a pair of true Kentuckians, as famous as the 
Derby itself. 


And they are sold to Kentucky consumers in volume through the two 
favorite newspapers which dominate Kentucky interest 


THE COURIER-JOURNAL AND LOUISVILLE TIMES. 


CUR NT A 
a ee 
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REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


aks 


anmetenco US PATENT OFFICE 


‘THE COURIER-JOURNAL @ THE LOUISVILLE TIMES 


-@ GIVE YOU COVERAGE WITHOUT COMPETITION FROM DAWN TO DUSK 


BOLD INVADER 


HAIL! sin a 


Toph bdowy cena” of the grepetruss crop 
and, becnuse ws canned dunng the sense when 


TRUPAK SETS THE STYLE ode canned fils and vegetables 
at 


Believe it or not, this enthusiastic 

advertisement for Trupak Florida 

grapefruit appeared in San Fran- 
cisco papers last week. 


been applied to the development of 
an organ having all the qualities 
and range of a pipe organ without 
the cumbersome pipes. 


For Home Use 


Hammond salesmen will now call 
on music stores as well as jewelry 
establishments and other clock deal- 
ers. The organ will be sold for home 
use, requiring practically no more 
space than the ordinary piano and 
costing as low as $1,250. 

Frank Lloyd Wright’s conception of 
the city of the future has attracted 
close attention. The architect shows 
a large scale model of Broadacre 
City, showing simplified traffic sys- 
tems for high speed transportation, 
facilities for general air travel, de- 
centralized industry in conjunction 
with small farm units, prefabricated 
buildings, a more convenient and ef- 
fective educational system, and ex- 
tensive play and recreational facili- 
ties. 

The Broadacre City exhibit does 
not go into marketing changes, but 
indicates such changes. Mr. Wright’s 
plan is for abolition of smaller gov- 
ernmental units and substitution of 
county governments. The cities would 
mingle with the country, with large 
industries broken down into small 
ones. Such a plan would consider- 
ably alter advertising and marketing 
methods. 

In the advertising exhibit, placed 
by Erwin, Wasey & Co., the produc- 
tion is shown in conjunction with re- 
cent samples of its advertising. This 
is the first time the exposition has 
embraced advertising. 

The Erwin, Wasey exhibit, in four 
rooms, covers about 75 of the agency’s 
clients. The object of the display is 
to show what advertising has done 
for the average man. In some cases, 
the old product and the new, the re- 
sult of both advertising and research, 
are shown. 


Hoffman Beer 
Account Placed 


The Hoffman Beyerage Company, 
Newark, N. J., has appointed Kim- 
ball, Hubbard & Powel, Inc., to han- 
dle the advertising for Hoffman beer, 
Hoffman ale, and various spirituous 
liquors for which Hoffman is distrib- 
utor. 

This apppointment does not affect 
advertising of Hoffman soft drinks, 
which will continue to be handled 
by Batten, Barton, Durstine & Osborn. 

The National Alliance of Art and 
Industry has appointed Kimball, 
Hubbard & Powel to direct advertis- 
ing of the Industrial Arts Exposi- 
tion now being held at Rockefeller 
Center. 


Named by Previews 

Previews, Inc., New York, a na- 
tional real estate service organiza- 
tion specializing in motion picture 
showings of country properties, has 
appointed Lawrence Fertig & Co., 
Ine., New York, to direct its adver- 
tising. Class magazines and news- 
papers are being used. 


f 


oe. a ee | i 
sae econ el —$—$—$—$————————————————————————————————“—3—n—CTCTlllll Neen ee — 
Sea & | | | 

: | 
| 
| f 
. 
: : } ‘ ~ 
ae | Sis ¥ 4 
A , 
: | ~~. , —— a ) 
a Ry f 
| “ <%, - 4 
| a > S ate : 
ey” JN as Oe » cha 
; Bee Aries ae 
« sna] be at ead 
. e es \ a> , “= ™ a 

Stone: os — ee Syahsm : f Prop free 

La ae » # “ee 
sae =e PF a oN: 
a, | on aoe 

Se ne we F > <v, 4 5 

ia 2 se 9 : 

i rea —— LORIDA 

tite — xx Panil~ 

ered = ‘S ~ ~ 

Sie 77 Se 

ie rs >. —llllSEEEEEEeeeeeeeeeeeQ=Q>Q“QOSWSwqS!_.E00€0€0—@$@~@~0@~O@DoDo 5598585855 —e.C._ hee . a Yor mae peta el 
Page ie yas ee eyoyed the pequacs reccemens of Tropak 
rt ars. Corupetrae 
ghee Ay eal 6 Tach delvcaee golden npe segment i 10 wader dane 
ec ene , ment amas 
3 aur owe ,—e 7 hy mcrunlhy mete lo yen rumah | 
oe Nes ~ eo <t @ priee wom 
Poy, Oe ae ne. a eS So. ina depot J 

Pilih lah a ei eer ere: oe tw. 4 ee ee eee ge | ae for daily one. - }-—— -- — --—. a 

Ses ea Sp casey 5 a, — ° ‘ ge gees Te ee 

ie la lind Peo Sea ae ex" ee eee ees! ar : nape ae 

anes 3 a es’ gh ‘Seems ri it, \ \ | Bure pai: fo daa | 19 daw enctty valle 3 vane tor 376 
Cis cece | pea 2 ee ee ee ir ht a 

irra? wits 1 OS 1, GEE See Neacaiecs +" wy gall ae ie Mee, es y jeer: eer 
Shape a DY » | See ee Sen Gy “gees 
Sit ora ¥ Be a ce DUA er ay bs, ore fome 1094 
ae! ts ay . °F aaa * eat ee, OES’ , ey, ect MAAS GBOK. tow Mansine, Qrttand, Same 
ba Py : a Ao \ \' irs Y Se ae 
ae ne a Men * aa - ¢. N\. Pi e/ ee fy 
fear ‘es Pies he % Or dip 7 
hal Afi ie LE Be he ein. 

2 oe . At) Ce iS eae iee ees 
: : 9 ice ~ See: fete Big 

: i ele > fr ~e - ; oe ie arg a, ‘eae 
niger ki oe "\ eae Sei, eae 
An Meas a ee I, \) a ae A : ‘39 : L me ™ oa 
i a ea ray Cs \ a al Sean ah, Sete 
POMer ee, 3 ee - \ aa, ee sin Nae, Rae Teen 

; n ‘ , BE os a ESO RE PS a os = Ne RR eel 
. ; Pay Sn NO SEE Sete ee pee te Be ° s 
_ : ~ : : Rr ns ery oe : 
i * . & 
we ‘ . ; : . ; : 
Pe iet : ‘ : j : ; 
aad te.* » : ‘ = H 
era Saas i . : \ fe — 
ees x a Aig ae Se 4 ; : 
Sree $e he ae : oles 
. ; ASN ' 
. oa a as ~~ 
S re : * <r | c al 98 | | : : 

Wie ee : 3 3 ss; 
ra ae ioe ——s - . Pe a 

ee oo = . e “ 
eye Mag ee —e 5 ‘? . = Se ee 7 inate 
ce aes ie mere ey Oe eee a, ay © at : Pe - : . e) 

tO a pe, EPs eR cts ; : ooh : — : : ‘ Sia 
Se ten ee 2 ea oe ; nC , Ca ; ‘oe 
- Siete rr Seine fs i alt Nee ) oe oo eS u ze 
i a a eee os Bee gt i Ne ane Panini 8% t i — . < a= : 5 
me? leaks aes (gh EET  *~, e  R rae Se led Mane Stet  a iae “ * * Se 
: A = ae ae na wena a pe Saas Se ae ager ee ee yy ee : MeL LT 
eee Sic loa sel Bi a thc Kio eee a =e § ‘ ge ee ; a 
ities” Ae Es SS beh ot SRP ete OD eee. aie eee CC aes Ses Sapiens eine aor us Sole anys Na Sea se , Was. 
a Pg i eines Ae hie aa icp 3) ig ~ Were at ee i ah oe Ne ais ite ey eS I Le ae ee Prete ih) ; ‘ (Sa 2 
Mie ‘ ian a *. ap. Pay my ie in, Olle sores ye gn a acy eee ese a eran ae Rae ce =i Be a ee ee ae 
ee are = ipo e * | a Br i oa RS | ped A ee, Poe oe es) Piake a d ie roe. hw 4 Ae Fe ae eon a? eens af ‘s ’~ Red 8 cee i 2 | 

ey Sane . Bek SB ai a ee aa . 5 ee Bes Sea ig. mak ten er ee a ye ehryl co ak iTS tn ie os é a 
Pag oh Sm ——— = A - 3 > oe * a Bes Ge Sameer Pe oe ce re eg a A ee ee ata) Bee eee . : : a 
pitt ihe ee essaeesE ae. = * . i = eee”: ie RY ees ee. We ue a SA ghee eat...) GS Cook Sb So ee 3 Sua es e Lei, fe 

ae ™ MER NaS SESE ie PO Se ee ee ee ae 
3 a eg 7 eatu 4 > owe. whee. Gee tag Ce a ae me ’ : 
‘ x rahe ae ee ee esate | so teks le aa pee. 
ete as 4 a | 4 ee i Vee a Fs i. 
” oe — bs i omen kh oF Site . Vk $ ‘ deity: oe 4 
7 es - oe a F . ~~ bs 9 . ee $ “a vy at bese 
eM ir: ‘ ae re a . os it ve ey peat, i maiets t Sar ~ : ov Aas ee 
a tie 25 vee i es oe eee ye eee eee ee Ban 38 ¥ . SEA Noir 
: OF mS af x me 2. Vint . ne “at a : Y= Rs : he. _—_— _ Fai co ell ‘ - Gee ; 
id ,, e atte “ “gt i oe x, i. a 2 eR + . . 
wie o . et 7 P ee SS pa Soe eA were a See a oe 
hy Le 5S . . - & > are 6, A, _ See. Seer, . ~ Ak ie Ce - na . . 4 
ee ra ¥ Sear pase oe Tey ara ae 3 oa | x ’ Ak, a. ¥ H ? aie. 
ate \ os es ‘ teed oo Soe ris 3 : fs - BaP eee: ail cole deta ae - \ Sd a ck z es ay * 
lilies " 1; ge SS Se ao ee ee ene —— ea ing rd bon ie os ee: ey 
Bas owed CE a Re ee a . ee | a Se an Dienecr rcs © : 
¥ = ~ a va 7 ee . Re ee pia cs re Legere 
eter  aceaieaneias . : . 4, oe, * a ee Bo 5 es 4 oe ee axe , 
. CoN fed “st a eer ce x ee sae « i * Nein ape Les | : cee . -_— e 
rene ee - a : “aaa ai. a ee ae ee ; ie Re hag Pe aes aaa Ae 
ae ae * aie : tp ys TE Tg Se Pg Socata A STS ia 5 STR mre ak a ee. eee. Sa 
Ene ; ; “ <" ot Pete eo cece 6 eS ae call aa. ie + Ee aan 
a “Sls 2a ween) Say CG pe ge ee . eee e 
ey i So eee « & i . no » 8 Shei ucins Dea a ia % Ps 
asa Bs “te oe * " ae 4 , » tad, ¢ << ang, oe" Paige : Pia > pei: ee ee : & Se a ence Pa See War: 
i alg! LE j 4 . . ae ae oe > ses, ° 4 v, : A eg ° Mb dectpna oS A é uy eo ie a # re 
tee pe Ae Y, . a ws Say Me a ties ak 22 2 ee ete ise Ha arte * ice eH H 
ee -., ner ‘ Fase <<, Bink fe ts; as, £7 ¥ : nes 4 
5 sia ~ —~- ~ es rae ae es ° ie “ - S ana . 2 a) x P | 
pee OS a Be) = oe ee a CAPR ct te ee hr : 
Rae es PPE ner er ag eS eee eon ee Sete de en eee, ae 4 wad ee ob, oe ary ae eS es ; Le 
ii cial ee OE cis eels Sorts Sunt ccc a 2 or hee Oe ee ge : ] es ee YS Oe a ens 8. aa 
* ? - — ~. x 6 - r Lael % - ne ~ _ o a 
iy er Cina Magpie os meray “ . 1 - “= * 4 a an 
“ - Son a, ie } 
; eee 
‘ i# mat: 4 
Bae ase i | ae 35 © 

Po te , : : 
ar ite ste —— = + 
vee era ges u i ¥ 
ears ae im a ‘ Bae Rex 

AS 5 ee SEA oo Pi tee it 3k 
a = es y . egies, "Selene ‘ “eis _7 4 a g ; 

a aA et ~ & = ‘ 
23 i ‘ : ‘ cad 
ae * HM Bd 2 , : 

Pi ah Fao % - 2 

ae >) See ae — 
ee ora _ V) niyty : : li en 

oe et ae E ¥ Se wt ae rat siege a 

2 ee Ee anton elas eee Ee em eee) 

ana ee. oJ TAM FN ee 
oe, amy | er eee 
ete Simao | oLbD : 
4 * 
més. BBO UR BONE ' 
Riad a i“ 
a2. % e agp OE 53) Mag: 
WHALEY. NOT US » \ a ; ii 
AICOMEN. BY VOLE « : 
eS RS 
WHISKEY — 
| QMEXCELLED FOR 
TCsd : MAL PURPOSES 
a 
; 5 Oran aa ve 7 a SlGhoee Ae eRe a ed Bt 1 eae uy erate ee FC ae. i Tiatils Woke 4 ate aa Fi UR aN A esc eMar tS CU ageee Ieee os CORT ae Se Sr or Nene mr cee fs aan ape ane iment et ge Sees Peete ne Ue ee espe pone 
Me ee ie Aa es ‘ z e Pete gl Cae ; tbc Se we ny 2 5 ie Peace in) a esa ri a : mace tat | 58 er ee ein i mee A ares ae Oye ES Se Se alee es Re aie ke Pon & i Se Po ta: s Sere ko 
ein 04s Rn, vee ae pret et aa a Gore a oe aS i ues a emeremere Seid ok all cheat Seek Mec Ally i eda > eal ete ae tei, oe a Spa Aah ae 52) eee aa, ! mi f Sue ee rae Sts, eee 
+See St ees ey Fe ete ye ee wey ee Ee Se em See ep ame mee ene eee emt eee Sr eee 
ate = ag AM nT A le Ee ANN op AU on No AGS Bigs OS A Ee EM nen iy gh 1 Na pot a AR Si a "AM OT Gee ee ee EB rt ee We a, ta nae ke ME ey SME a we am aconie re gh a SR em | eee OG ei ES a an ae 2 ia een mee fi eae edie He Wek os Te gore 


April 20, 1935 


ADVERTISING AGE 


‘Lhe Farmer tn the Dell 


You will recall, perhaps, the progressive ritual of 
the childhood game of “The Farmer in the Dell.” 
You will remember that the farmer takes his wife, 
his wife takes the child, the child takes the nurse, 
the nurse takes the dog, the dog takes the cat, 


and so on...... 
That is the way The New Yorker works. 


The New Yorker takes New York—takes it like 
Grant took Richmond. New York takes the lead- 
ing merchants in about 40 other trading centers. 
In these trading centers, 60 to go per cent of 
all quality merchandise is sold. These leading 
merchants take their cities. Their cities take the 


country. 


There’s nothing magic about it. That is just the 


THE 


| NEW YORKE : 


25 WEST 45th STREET « NEW YORK 


way merchandise moves. All The New Yorker has 
done in the situation is to turn out a magazine 
that appeals to the quick-thinking, quick-acting, 
responsive people who form an immediate market 


for anything new and good. 


The New York stores know this and advertise their 


leaders to attract that quick response. 


The out-of-town buyer knows that what the New 
York stores advertise in The New Yorker is selling 
in New York and therefore will sell in Cleveland. 
The Cleveland readers of The New Yorker ap- 
plaud his judgment with dollars. Cleveland takes 
Columbus, Columbus takes Marietta, Marietta 
takes the cross-roads store. Hi O, the Dairy O, the 


farmer in the dell. 
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Additions Made to 
Staff of Fawn Art 


Robert Geissman, designer, Walter 
Stewart, illustrator, and Andrew W. 
Linden, mechanical expert, have 
joined the New York offices of Fawn 
Art Studios, Inc. 

Elon Jipson has become associated 
with the Detroit studios of Fawn 
Art as contact man. Edwin Hunt has 
joined the Detroit studios of the com- 
pany as designer. 


Elect L. G. Hamilton 


L. Grant Hamilton, of Martin, Inc., 
Detroit advertising agency, was 
elected to the board of directors of 
the Adcraft Club of Detroit, at its 
meeting April 12. Four directors, J. 
J. Hartigan, C. W. Hungerford, Ed- 
win W. Husen and Gordon K. Mac- 
Edward were re-elected. 


“Post” Changes 


Bleed Surcharge 


The Saturday Evening Post has 
announced that its surcharge for 
bleed advertising will be 15 per cent, 
effective with the Sept. 7, 1935, issue. 

Orders for bleed advertising on 
publisher’s books or postmarked prior 
to midnight, March 23, 1935, for issue 
six months in advance of the issue 
last closed will be executed at the 
present rate. 


Selects Central 


Anré Products, Inc., maker of 
Colonielle lipstick and other beauty 
preparations, has appointed Central 
Advertising Service, Inc., New York, 
to handle its advertising. Metropoli- 
tan newspapers and class magazines 
will be used. Louis Britwitz is ac- 
count executive. 


JOIN TO BATTLE 
CHAIN DRUGGISTS 
ON OWN FOOTING 


Detroit Independents to 
Launch Co-Op Drive 


Detroit, Mich., April 18.—An in- 
tensive cooperative merchandising 
and advertising campaign on na- 
tionally advertised products will be 


launched in Detroit about May 20 
by the Green Cross Drug Stores, a 
group of non-competitive, indepen- 
dent retail druggists. 

Every Thursday during an experi- 
mental period of 13 weeks, the De- 
troit News will carry 65 to 85 col- 
umn-inch insertions. Copy will be 
partly institutional, introducing the 
Green Cross stores to the consumer. 
The remainder will be strictly sell- 
ing copy in direct competition with 
chain stores, and will include noth- 
ing but nationally advertised prod- 
ucts. 


Expense Is Divided 


A direct mail campaign to physi- 
cians, the clergy, nurses, and school 
teachers will be staged. Circulars 
bearing a reproduction of the week’s 


SELECTIVE COPY 
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Relative per cent of total mentions 
1930 and 194, 4 .quostiqunnien returns 


14.60% 12.86% 


Per cent of gain or loss in relative 
standings between 1930 — 1934 


eee 
16.66% 


a ust another proof thal STEEL is the 
fastest growing Industrial Publication 


This four-column advertisement for 
Feibleman' s-Sears, New Orleans, 
did not appear in a foreign lan- 
guage paper but in the "New Or- 
leans Item." It offers a variety of 
kitchen utensils for use during 
Passover, which began this week. 


newspaper insertion, and the store’s 
signature, will be distributed. 

Both the manufacturer and the 
wholesaler will take part in the 
plan, and will bear part of the ad- 
vertising and promotion expense, ac- 
cording to Louis E. Beal, executive 
secretary of the Detroit Retail Drug- 
gists Association. 

Among features to be provided for 
identification are banners, door 
easels, arm bands for employes, and 
the Green Cross emblem, to be hung 
underneath the store’s electric sign, 
bearing the words, “Individually 
Owned and Operated.” 


Aimed at 250 Stores 


Originally presented by the De- 
troit Retail Druggists Association, 
the plan was to provide 250 inde- 
pendent retail druggists with the 
benefits of cooperative merchandis- 
ing and advertising efforts hereto- 
fore enjoyed only by the larger 
chain stores. These benefits were 
to be made available for $2 per week 
per store. 

The response fell short of the 
number of 250 stores. An investiga- 
tion also proved that it would be 
impossible to secure 250 members 
who would be close enough together 
to be cooperative, and yet far 
enough apart to be non-competitive. 

Then the plan was turned over 
to a committee. With the approval 
of the 70 stores which responded, 
the committee set the fee at $4 for 
the first 13-week period, and $2 
thereafter for all stores signed up 
before the initial drive is launched. 

At the conclusion of each 13-week 
period, membership will again be 
open until the maximum member- 
ship of about 175 stores is achieved. 
At the end of each period, however, 
the fee will be raised. In other 
words, the second group will pay $6 
for the initial 13-week period, $4 for 
the second, and $2 thereafter. 

The prospective member is inves- 
tigated and graded according to 
class of store, neighborhood, win- 
dows, inside displays, cleanliness, 
proprietor, prescription stock and 
equipment, general stock, and per- 
sonnel. 


Milk Program Takes 
Only Five Minutes 


A new angle on short broadcasts 
has been launched by the Walker- 
Gordon Laboratories to advertise 
Acidophilus milk. The program, “Five 
Friendly Minutes,” is heard over 
WOR, New York, and WNAC, Bos- 
ton, five times each week. Created 
and directed by Donahue & Coe, Inc., 
New York, the program consists of 
health and household talks. 


Becomes a Monthly 


Town & Country, Stuyvesant 
Group magazine established in 1846, 
formerly semi-mont. ly, will become 
a monthly publicaiion beginning 
June 1. Harry A. Bill is the new 
editor. Joseph C. Kel! y, Stuyvesant 
vice-president, is advertising direc- 
tor. 
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HIS YEAR 1,539 daily English language 
newspapers in the United States were 
entered in the Exhibition of Newspaper 
Typography held by N.W. Ayer & Son, Inc. 
at Philadelphia. In this fifth annual contest, each 
newspaper submitted a copy of its March 5 issue. 
For days the judges pored over these newspapers in 
the Ayer gallery. Carefully studying each, they noted 
the typography, including selection of type, display 
values and spacing; the make-up, including distri- 
bution of display units, balance, accessibility of news 
and advertisements; and the presswork, including 
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impression, uniformity of distribution and general 
legibility throughout the newspaper. 

The judges this year were Professor H.F.Harrington, 
director, Medill School of Journalism, Northwestern 
University; A. E.Giegengack, Public Printer of the 
United States; Mark Foote, president of the National 
Press Club. To receive the highest honor for superior 
typography — the Francis Wayland Ayer Cup — these 
men selected The New York Times. 

This is the second time the Ayer Cup has been awarded 
to The New York Times. The newspaper winning the 
trophy three times secures permanent possession. 
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Legal Status of the Advertising 
Agency 


In spite of all the discussions of 
the legal status of the advertising 
agency, as presented in the Young, 
Haase and other studies, and various 
comments upon them, it must be ad- 
mitted that this question has not 
yet been definitely settled. For the 
good of advertising, and without ref- 
erence to the compensation situation, 
it should be established in definite 
and unequivocal style. 

The position of the Association of 
National Advertisers, Inc., is that 
the agency is the agent of the ad- 
vertiser; the publishers, represented 
by the Periodical Publishers’ Asso- 
ciation, hold that the agent is the 
legal agent of the publisher; and the 
agents themselves, we believe it is 
correct to say, insist that they are 
principals, acting for themselves 
and not as the legal agent either of 
the publisher or the advertiser. 

Various decisions of courts, few of 
sufficiently high rank to give them 
great force as precedents, are quoted 
to support each of the varying 
points of view indicated above. The 
result is that most people concerned 
with this problem, from a practical, 
operating standpoint, seem to agree 
that each case must be determined 
by the actual contractual status of 
the parties concerned. 

Just to illustrate the perplexities 
of the situation, a well-known pub- 
lisher recently was the plaintiff in 
a collection case in an Ohio court, 
in which the facts as established 


were that certain advertising had 
been ordered by the advertiser’s 
agency, and that certain balances re- 
mained unpaid. The advertising was 
also covered by an order direct from 
the client. The latter’s defense in 
court was that the advertising 
agency was in fact the agent of the 
publisher, and that the latter’s ac- 
ceptance of the order from the 
agency relieved the advertiser of 
legal liability for payment. This 
view was supported by the instruc- 
tions of the court to the jury, which 
found for the defendant. 

We understand that this case is 
not to be appealed. but it would prob- 
ably be a good thing for the busi- 
ness to have one such case carried 
to a higher court in order to estab- 
lish an important precedent. It 
would be useful in many ways, not 
only in determining financial liabil- 
ity for payment of accounts, but also 
in defining the legal scope of agency 
activities in other directions. 

While it may be difficult, in law, 
to establish the advertising agency 
as a principal, in view of the fact 
that it invariably buys space and 
services “for the account of” a third 
party, such a development, it seems 
to us, would simplify the situation 
greatly. At present the agency is 
hauled in two opposite directions, 
so that it is no wonder that the 
courts are confused when such a 
case as that referred to is presented 
for adjudication. 


Business Initiative and Recovery 


Daniel Roper, Secretary of Com- 
merce, has been accused by some of 
the political commentators of mak- 
ing special efforts to ballyhoo the 
work of his department recently; but 
we are glad to record the fact that 
contained in some of his recent ad- 
dresses have been the most helpful 
expressions, from the standvoint of 


business, emanating from any de- 
partment of the government at 
Washington. 


In his recent Indianapolis address, 
Secretary Roper declared that busi- 
ness initiative is the most impor- 
tant single element in the program 
for continued and future recovery 
That is a statement to wiiich all 
advertisers can heartily subscribe, 
because it is obvious that only the 
house which is willing and able to 
take the initiative, and has the enter- 


prise and courage to move forward, 
through aggressive advertising and 
sales efforts, will be able to contrib- 
ute substantially to business recov- 
ery. 

If the policies of the national ad- 
ministration are developed from the 
standpoint of giving assurance to 
business that confidence in the fu- 
ture is justified, and that business 
men may develop new and expan 
old enterprises with the encourage- 
ment and assistance of the adminis- 
tration, recovery is assured. We 
hope the Secretary of Commerce was 
speaking with full authority to fore- 
cast future governmental policies, 
since they will play such a vital part 
in determining the extent to which 
it will be possible to exercise busi- 
ness initiative under present condi- 
tions. 


PROVING THE VALUE OF GOOD PACKAGING 
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—Chicago Tribune. 


Voice of the Advertiser 


Says Basham Was First 
Axton-Fisher Agency 


To the Editor: In your Louisville 
story concerning the death of Wood 
F. Axton it was stated that Kenyon 
& Eckhardt, Inc., was the only 
agency that Axton ever had. 

The Thos. E. Basham Advertising 
Agency of this city was Axton’s first 
agency and held the account contin- 
uously for some ten years, although 
Basham never handled any of the 
Spud cigarette advertising. He han- 
dled only the Clown, the first ciga- 
rette that Mr. Axton put out. 

I think you will agree with me that 
a correction on your part would only 
be fair and just to Mr. Basham, who 
for so long was dean of the advertis- 
ing fraternity in Louisville, until the 
liquidation of his old agency in 1931. 


E. C. KEtty, 


Kelly Poster Advertising Service, 
Louisville, Ky. 
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It Meets the Ear 


To the Editor: Perhaps there is 
more in that silver dollar pay day 
idea of Advertiser Geohegan and 
Agency Johnson-Dallis than meets 
the eye! I mean—it meets the ear. 
And being a copywriter who likes to 
see how far an idea will stretch, it 
occurs to me that noisy silver in the 
pockets is a cheerier urge to spend- 
ing than silent greenbacks. Maybe 
if the citizen starts to sound like he 
had money to spend—everyone a 
prosperity broadcaster— 

More power to Geohegan, Johnson- 
Dallis and silver! 


R. G. TANNEHILL, 
Kansas City, Mo. 
P. S. Meanwhile of course don’t 
turn down any greenbacks. 
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Wants Information on 


Co-op Advertising Study 

To the Editor: The April 3 issue 
of Electric Refrigeration News says: 

“Media and copy regulations of 61 
manufacturers of major household 
appliances who use a dealer coopera- 
tive advertising plan, their policy 
with reference to dealer sales helps, 
how settlement with dealers is ef- 
fected, etc., were analyzed in a sur- 
vey made recently by ADVERTISING 
AGE.” 

The information given is interest- 
ing and I am wondering if you would 
be good enough to send me a com- 
plete report, if available. 

J. W. DEVEREAUX, 
Assistant to Vice-President in 
Charge of Special Investiga- 
tions, Byllesby Engineering 
and Management Corpora- 
tion, Chicago. 

[Editor’s Note: Since some one in 

the Byllesby organization seems to 


have garnered the copies of ADVERTIS- 
Inc AcE for which that company sub- 
scribes, thus preventing Mr. Dever- 
eaux from seeing the detailed reports 
of this investigation published in the 
March 9, 16 and 23 issues, we are 
sending a reprint of the articles. 

A very small number of these 
planographed reprints detailing the 
results of ADVERTISING AGE’s study 
of cooperative manufacturer-dealer 
and manufacturer-distributor-dealer 
advertising plans among manufac- 
turers of major electric appliances is 
still available. They will be sent on 
request, without charge, so long as 
the supply lasts.] 
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Ray Haun Gets a 


Little Impatient 

To the Editor: I hardly know ex- 
actly what action to take, but I am 
sure whatever the action may be that 
it will be quite severe, and in fact, 
I am really considering taking the 
matter up with Father Coughlin or 
Huey Long. 

I think that when a man’s wife is 
strongly enough sold on ADVERTISING 
AGE to pay for the subscription, and 
if she thinks it is interesting enough 
to read it herself, and comment on 
various things it contains, that the 
publisher is in a very difficult situ- 
ation when she sends in her check, 
and he cashes it, and then doesn’t 
send through the 52 issues. The only 
way I can see that this can possibly 
be straightened out is to start it im- 
mediately with 52 issues coming to 
me at 18300 Parkside, Detroit, Mich. 

I was quite interested in reading 
an article in one of your recent is- 
sues (I think it was March 30) in 
which you carried quite an account 
of the Ethyl Gas campaign, and This 
Week was listed among the newspa- 
pers while The American Weekly ap- 
peared among the magazines. I won- 
der just how you arrived at this con- 
clusion. You surely didn’t reach this 
decision by putting the two maga- 
zines in front of you, and then put- 
ting alongside them a copy of any 
of the standard weeklies. 

So now you see you have two 
rather serious questions to answer. 

Ray H. Haun, 
This Week, Detroit, Mich. 
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Article Arouses 
Falk’s Curiosity 


To the Editor: If you have not 
seen it, it might interest you to read 
the editorial in the March issue of 
“Market Research,” published by 


Market Research Corporation of 
America. Under the subject, “Ad- 
vertising Is Not Marketing,” the 


author states in part: 

“|. . Advertising serves the pur- 
pose of demand creation. But 
creating 2 demand out of all propor- 


tion to the ability to make that de- 
mand effective is of doubtful value. 

Consumers are not benefited by 
being induced to acquire things they 
cannot pay for... 

“What we need, perhaps, is less 
advertising and more marketing. 
The tail should stop wagging the 
ad 

My curiosity is aroused. While 
advertising does nothing more than 
create demand and thus stimulate 
trade, it appears from the above that 
other phases of marketing procedure 
provide consumers with the where- 
withal to buy. 

If you know a marketing expert 
who can explain the economics in- 
volved in this concept, I am sure it 
would interest your readers. 


A. T. FALK, 
Director, Bureau of Research and 
Education, Advertising Federation 
of America, New York. 
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Dust Storm Causing 


Minimum of Damage 

To the Editor: “Dust Fails to Halt 
Farming in Panhandle,” from this 
morning’s Oklahoman, points out 
that the recent dust storms, while an- 
noying and inconvenient, have caused 
no real damage to our farms. 

New York and Chicago papers, in 
some cases, are carrying headlines 
and stories to the effect that agricul- 
ture in Oklahoma has been ruined. 
You, of course, know better. The 
damage, if any, has been infinitesimal. 

Another interesting story, “Dust 
Blanket Just Irritant, Aid Head Says,” 
from this morning’s Oklahoman gives 
further information. This story 
points out that the dust in some cases 
will be beneficial to Oklahoma farm- 
ers rather than harmful. From in- 
formation available during the past 
week, implement, automobile and 
truck sales are unusually good in our 
territory at the present time. 


RatpH MILrer, 
Advertising Manager, The Farmer- 
Stockman, Oklahoma City, Okla. 
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Student Comments on 


Value of Advertising 

To the Editor: I just read the edi- 
torial in the April 6 issue of ApvErR- 
TIsInG Acer, entitled, ‘‘Who Will Write 
This Book?” I was especially inter- 
ested in this article, because as a col- 
lege student, studying advertising, I 
run upon so many criticisms of ad- 
vertising in general. 

I think there is one aspect of ad- 
vertising which critics fail to recog- 
nize, and which advertising men fail 
to emphasize, yet if fully understood 
would help to dispel many malimpres- 
sions and break down much of the 
unbelief which exists at the present 
time. 

That aspect is simply this: Adver- 
tising cannot sell products which can- 
not be sold without the benefit of ad- 
vertising. If a product cannot stand 
on its own legs, it cannot look to ad- 
vertising to support it. 

Of course I do not mean to imply 
that no unsound product has ever 
been sold, nor that it never has been 
advertised. But, no such product can 
remain on the market for any length 
of time, despite Mr. Barnum’s pro- 
verbial sucker. True enough, there 
may be a sucker born every minute, 
but sucker that he is, he’s not going 
to be fooled twice about the same 
product. And, being a resentful sort 
of chap, he’s going to give vent to 
his wrath by warning all his friends 
about the product. 

I think it must be apparent that 
this axiom as applied to a unsound 
product would be equally true when 
applied to an untruthful advertise- 
ment. Will people stand for an ad- 
vertisement which they have learned 
by testing the product, is untruthful? 
Will they continually buy products 
advertised as performing a certain 
job, but which they have discovered 
by a single test to be of no value and 
unable to conform to the claims set 
up in the copy? Such advertising is 
short-lived. 

I’d like very much to see your book 
written. I’m sure that it could do 
the job assigned to it. 


Rosert L. ConHAmM, 
Elkins Park, Pa. 
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This kind of circulation is daily dupli- 
cated by the Los Angeles Times in 
approximately 200,000 homes. 
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. of the total purchasing power of the Los Angeles market is now represented by 
. the large and growing number of families who read the Los Angeles Times. 
: The food these families eat, the clothing they wear, the automobiles they drive, 
the upkeep of their homes, and all the miscellaneous things for which they spend 
y money reach an aggregate value of more than $700,000,000 annually. 
“ Coupled with this great purchasing power is the fact that these families read The 
h Times with thoroughness and confidence. The Times is a home-owned newspaper : 
> whose interests are identical with their own—it stands for the ideals which these " 
: homes believe in—it furnishes a full measure of newspaper value—Completeness : 
1g in news! . . . Wirephoto! . . . Rotogravure! . . . and on through the whole cata- 
on logue of exclusive Times’ features. 
With a coverage of this kind, The Times regularly attracts the largest advertising 
volume in its field. For March, 1935, The Times led the second morning and 
. Sunday paper by 250,000 agate lines—led the largest afternoon paper by over 
“ 350,000 agate lines. Still more significant, The Times’ lead over the morning 
se- paper was 80°, greater than in March a year ago, and its lead over the afternoon 
4 paper was 50%, greater than a year ago. 
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-| LOS ANGELES TIMES §& 


NATIONAL REPRESENTATIVES: Williams, Lawrence & Cresmer Company, New York, Chicago, Detroit, San Francisco; NATIONAL COLOR REPRESENTATIVES: Associated Newspaper Color, 
Inc., San Francisco, New York, Chicago, Detroit, Cleveland, Los Angeles. 
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One of first pieces of newspaper 

copy in new drive of Western rail- 

roads. The copy is signed by 27 
different lines. 


SPURIOUS COPY 
RAPPED BY FRY 
IN CLUB TALK 


Ayer Chief Appears Before 
Chicago Rotarians 


Chicago, April 18.—Revealing a 
feeling of outrage at current trends 
in the United States, Wilfred W. Fry, 
president of N. W. Ayer & Son, Phila- 
delphia agency, appeared before the 
Rotary Club of Chicago Tuesday to 
speak on “Whither Business?” 

Mr. Fry’s own sentiment appar- 
ently was stated when he quoted 
Henry Ford as remarking that “a 
good many Americans still live in the 
United States.” Speaking for him- 
self, the agency man said that in 
spite of sc.ne recent developments, 
he believes in the “ultimate good 
sense of the average American.” 

He read a poem penned by Kipling 
in 1919, “The Gods of the Copy Book 
Heading,” which was essentially a 
satire directed at those who believe 
in a divine Santa Claus who, if 
pressed hard enough, will deliver all 
mortals from the necessity of earn- 
ing their bread by the sweat of their 
brows. 


Has Advertising Flavor 


Mr. Fry was introduced by William 
Ayer McKinney, whose middle name 
is significant. He is the son of the 
late Henry Nelson McKinney, who 
was once a partner in the Ayer 
agency. The young Mr. McKinney 
also served Ayer, leaving to join the 
Chicago Daily News, and’ later bhe- 
coming president of Kitchen Art 
Foods, Inc., Chicago. 

In spite of the general subject as- 
signed him, Mr. Fry’s talk had a 
strong advertising flavor. He reiter- 
ated some of the forthright state- 
ments contained in the Ayer agency’s 
credo, such as “advertising cannot 
create a single point of superiority in 
a product.” 

“I believe advertising is a busi- 
ness enterprise and not a magic for- 
mula for unearned success,” he con- 
tinued bluntly. 

Mr. Fry said that spurious adver- 
tising has caused something akin to 
a revolt among members of women’s 
clubs. 

He related some interesting an- 
cient history concerning no less a 
personage than the father of his 
country. Washington not only be- 
lieved enough in advertising to an- 
swer an occasional piece of copy, but 
on at least one occasion he tried his 
hand at writing an advertisement. 
This appeared in the Maryland Ad- 
vocate & General Advertiser, of Bal- 
timore, one day in July, 1773, General 
Washington offering to sell land on 
easy terms to those who would guar- 
antee to till it dutifully. 

Mr. Fry commented on the good 
typography used, expressing the be- 


lief that Washington was too good a 
business man to leave such impor- 
tant matters to the whim of the 
printer, and must have specified the 
type to be used. 


Coming down to the present, the 
agency president spoke of receiving 
one of the last letters written by 
Adolph Ochs, late publisher of the 
New York Times. It was acknowl- 
edgement of the Times’ capture of 
the Francis Wayland Ayer Cup for 
the second time for typographical ex- 
cellence. He referred to Mr. Ochs 
as “a great Hebrew and leader.” 

Mr. Fry said advertising must, 
above all else, carry the ring of 
truth. He reaffirmed his belief that 
“high ideals are essential to high suc- 
cess,” and closed with the prediction 


that “business in this country is go- 
ing in the direction men of high 
ideals lead it.” 


Floyd Gibbons 
Back on Radio 
Floyd Gibbons, the “headline 


| hunter,” opened a new series of talks 


reporting the progress of recovery, 
over NBC stations, on April 18. The 
commentator, who has been heard 
twice before in a similar series of 
talks, has the same sponsor, the 
Johns-Manville Corporation. 

The program will be heard each 
Thursday from 7:30 to 7:45 p.m., EST, 
over an NBC-WJZ network. The 
talks will be repeated for Western 
listeners each Friday at 1:15 a.m., 
EST, over an NBC Pacific coast 
network. 


Sutton Staff Expanded 


The Sutton News Service, Inc., 
New York, has appointed Val Phelan, 
formerly with Freeze-Vogel-Crawford, 
Inc., Milwaukee, as general manager 
and sales manager; John M. Martyn, 
formerly with United Press, as city 
editor and account executive; and 
Clinton Bolton and Dorothy White 
as account executives. New accounts 
include the Wine Institute, San Fran- 
cisco, and the California Pacific In- 
ternational Exposition, San Diego. 


Appointed by Club 


Mrs. Alice M. Rudy, of The Coun- 
try Gentleman, has been appointed 
vice-president of the Philadelphia 
Club of Advertising Women to fill 
the unexpired term of Ruth Hoge- 
land, resigned. 


Massey Rejoins Hall 
Peter J. Massey has joined the W. 
F. Hall Printing Company, New 
York, in charge of production. He 
was associated with the Hall com- 
pany for a number of years until 
1931, when he resigned to become 
vice-president of the Seaman Paper 
Company. William Harrison has re- 
signed as vice-president in charge of 

production for the Hall company. 


Pick Luckey Bowman 


Luckey Bowman, Inc., New York, 
has been appointed to direct adver- 
tising of the Charak Furniture Com- 
pany, New York and Boston. Class 
publications will be used in a cam- 
paign for the newly designed Dan- 
bury table. Curtis F. Columbia is ac- 
mount executive. 


/0 7. readonly \he 


Of our One Million Families 700,000 
do not read Any Other Weekly... 


“The Smiths will want to see our nice linoleum’— 


“The house will be painted this week’’— 


“Where are we going on vacation?’ — 


Such are the breakfast table conversations in a million well-to-do Ameri- 
can homes. These are the 1,000,000 families where home and business 
purchases are being influenced every week by The Literary Digest. 


Seventy per cent* of these families read only one weekly 
Digest. Use the other three weeklies of more than a million circulation 
as much as you will — you cannot reach this vital market of home own- 
ers and executives unless you use The Literary Digest--at the remarkably 
low cost of $2400 per page—% of a cent per page per family. 


—The Literary 


The successful magazine advertiser cultivates a variety of markets. | 


P. 1. B. records show an average of 22 magazines used by the 100 leading | 


advertisers. 


Selection is a very important factor today when pocket books are slender. 
The Literary Digest covers so many responsive homes exclusively that 


it can be added to any list. 


Low rates and The Advertising Guide (mailed to subscribers) have in the | 
past two years built upa record of unsurpassed results to Digest advertisers. : 


> Dr. Starch in his latest report on Magazine Effectiveness lists duplication between The 
Literary Digest and the other three important weeklies as follows: 9.2% of Literary Digest 
readers also read Weekly A. 9.3% of Literary Digest readers also read Weekly B. 11.3% of 
Literary Digest readers also read Weekly C. The total of the above is 29.8%. Some families 
may read three weeklies and therefore are counted twice in the above. An allowance for 
this might reduce the percentage to 20% or less. To be ultra conservative, however, we have 
taken the maximum figure. This reveals an unduplicated audience of more hen 700,000 
Digest reading families—a large and vitally important market for every national advenioer. 
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Findings of 
Drug Survey 
Are Revealed 


Cleveland, O., April 18.— That 
“quality” and “service,” the often- 
promoted assets of many retailers, 
are not taken seriously by the aver- 
age housewife, is one of many dis- 
closures made by the study of con- 
sumer habits in the drug and cos- 
metic field by the Cleveland Press. 

A digest of the inventory of Cleve- 
land bathrooms and dressing tables 
has just been completed. The inven- 
tory was conducted on the lines of 


the newspaper’s earlier inventories 
of food and groceries. 


Location Strongest Influence 


Out of 5,547 housewives reporting, 
31 per cent declared that location in- 
fluenced their choice of a drug store. 
Price was the predominating factor 
in 22.2 per cent of the replies, quality 
in 14.1, service, 5.2 and other reasons, 
6.9. 

Chains in Cleveland secure 69.1 
per cent of the drug store patronage, 
while independents are indicated as 
the choice of 30.9 per cent. 

Covering purchases of drugs, pro- 
prietary medicines, toilet articles, 
cosmetics and sundries, the survey 
tells what the Cleveland public uses, 
where it buys and why, who the 


products are for, what uses are in- 
tended, and how long the products 
have been used. 

In the field of laxatives, cathartics, 
and intestinal lubricants, 89.1 per 
cent of the 5,547 families reported 
10,055 items on hand. Ex-Lax was 
the favorite, with 18.5 per cent pos- 
session. 


Three Added to Staff 


Arthur Kenny, who formerly oper- 
ated his own publicity and promo- 
tional firm, and Randall Woodruff, 
recently associated with the San 
Francisco Examiner, have been 
added to the San Francisco office of 
Campbell-Ewald Company. Don Still 
has rejoined the agency, at its Los 
Angeles office. 


Four Stations 


Appoint Conquest 


Radio Luxembourg, said to be the 
most powerful commercial station in 
the world, covering the British Isles 
and all of Continental Europe, has 
appointed the Conquest Alliance Com- 
pany, New York, as its representa- 
tive in the United States. 

Stations ZP1, ZP9, and ZP10, 
Asuncion, Paraguay, have also ap- 
pointed Conquest Alliance as United 
States representative. 


WDRC Appoints 


Station WDRC, Hartford, Conn., 
outlet of the Columbia Broadcasting 
System and the Yankee Network, has 
appointed Free, Johns & Field, Inc., 
as national sales representative. 


that: 


READER INQUIRIES 


selected 7 full pages in 4 colors. 


these families) 


| denary Dicest 


ARMSTRONG CORK COMPANY SELLS HOME AND BUS- 
INESS MARKETS THROUGH THE LITERARY DIGEST 


Proof of the double market reached by The Literary Digest was found in the 
Verified Results Survey for Armstrong Cork Company. This survey indicated 


1. Armstrong sold each of 61 women $55.45 worth of linoleum for each 
100 inquiries of this character received. 


2. Armstrong sold each of 84 business executives $135.23 worth of 
linoleum for each 100 inquiries of this character received. 


The Literary Digest has done well on a cost per inquiry basis on the ““‘home’ 
list and has maintained a regular lead in the “‘business’’ group. 


DUTCH BOY LEAD SECURES 163 JOBS PER 100 DIGEST 


In 1934, Dutch Boy White Lead returned to the pages of The Literary Digest 
after an absence of 17 years. For this return the National Lead Company 


For their own information, National Lead checked on the sort of reception 
this campaign was securing. Result—second lowest cost per inquiry, and 163 
homes painted to every 100 Digest inquiries. 


And now, from William Knust, advertising manager of National Lead —‘“‘We 
have confirmed our faith in your publication as an advertising medium by order- 
ing for 1935 the same schedule as was bought last year—7 four color pages.’’ 


FIVE FACTS ABOUT THE LITERARY DIGEST 
1. Read by over 1,000,000 intelligent well-to-do families. 
2. Read by 525,000 families who have incomes over $3,000 annually. 


3. 71% of the heads of Digest reading families are owners of businesses, 
executives, or members of the professions. 


4. 67.8% of Digest families are traceable telephone subscribers as indicated 
by telephone directory listings. (Note: 14% of all the telephone subscribers 
in the United States who read weekly magazines are Digest reading families) 


5. The Literary Digest gives 100% coverage weekly at a cost of one-quarter 
of a cent per family. (Note: No other magazine reaches more than 12% of 


’ 


@ With its 12 Verified Results Surveys The Digest has established the 


value of advertising in magazines generally, as well as proving specifically the results advertisers 
are getting day in and day out through The Literary Digest. 
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Full page newspaper advertise- 

ment of Norwich Pharmacal Com- 

pany which is part of that com- 

tore dy new plan of associating its 

esser known products more closely 

with Unguentine, the leader, and 
the Norwich name. 


NEW CHECK ON 
COPY PLANNED 
BY CANADIANS 


Toronto, Ont., April 18.—The mil- 
lion-word report just made public by 
the Royal Commission on “Price 
Spreads and Mass Buying” definitely 
forecasts additional regulation of ad- 
vertising in Canada during the pres- 
ent session of the House of Com- 
mons. 

A federal trade commission with a 
number of subsidiary boards is rec- 
ommended by the commission. One 
board would supervise trade prac- 
tices, including advertising, which 
the report mentions specifically. The 
formation of a consumer commodity 
standards board, with authority to 
test and analyze products sold to the 
public, is also urged. 

Although these are merely formal 
suggestions made in a Parliamentary 
report, and while there is no actual 
legislation before the House on these 
matters, the National Research Coun- 
cil has already made preparations, on 
the assumption that the proposed 
board of standards will be estab- 
lished and will be, in effect, one of 
the functions of the Council. 

The plans for this board of stand- 
ards include the enforcing of stand- 
ards already determined and the 
drawing up of additional standards. 
An official dictionary of trade names 
is contemplated. 

Definite proposals include estab- 
lishing set shrinkage allowances on 
foodstuffs sold over the counter, the 
marking of net weights on all goods, 
and revision of the weights and meas- 
ures act to permit the inclusion of 
the container in net weight. 

The plans for the proposed board 
assume also that the board will have 
control over packages and containers 
as well as over advertising, to a cer- 
tain degree. It is proposed to de- 
mand adequate tests before any state- 
ment or guarantee of the durability 
of an article or commodity is made in 
any advertisement. 

The commission has been in ses- 
sion for nearly a year. 


Allan Cate Leaves 
Carter’s Ink Company 


Allan M. Cate has_ resigned 
as advertising manager of Carter’s 
Ink Company, Cambridge, Mass., to 
become New England representative 
for Consolidated Lithographing Cor- 
poration, Brooklyn, and has opened 
an office at 755 Boylston St., Boston. 

Mr. Cate, who directed Carter’s 
packaging program, has been re- 
tained by Carter’s as design counsel. 


Tells Plaskon Merits 


The first issue of “Plaskon Parade” 
has been published by Toledo Syn- 
thetic Products, Inc., Toledo, O. The 
firm’s new house organ is devoted to 
Plaskon and the products made from 
it. 
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MARKETS 
ARE NOT NUMBERS 


—> Theyre People! 


Quality Group readers are not the millions of limi- 
ted spending power—the millions that the “mass” 
magazines reach. They are, rather, the families 
who are comfortably situated, living in the “Age 
of Plenty”—which begins around 4o. Fifty per 
cent of Quality Group readers are over 40. The 
Group’s 225,000 first-family homes represent the 
people with money, who can afford luxuries. And 
because of their confidence in the Group’s edito- 
rial integrity, they carry over this confidence into 
the advertisements in these magazines. Which they 
should. Here is one letter: 


66: Advertisers make a mistake, if they wish to 
reach the better buying public, in being 
influenced by mere numbers in the matter 
of circulation. It is the QUALITY of the 
readers that counts—or should count. A 
really first class company should be adver- 99 


tised in a first class magazine. 


Such a statement voices the opinions of thousands 
of America’s first-family Quality Group readers. 
And 32.7% of them have added: 


“We do not subscribe to, or even 


read, the so-called mass magazines.” 


TREND OF ADVERTISING IN NEWSPAPERS SHOWN AT A GLANCE 


cm TREND OF TOTAL NEWSPAPER ADVERTISING 
ry 52 CITIES JANUARY 1928 TO DATE 
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Thess charts, prepared by Media Records, Inc., show the wend of total and general newspaper adver- 
tising in 52 important cities throughout the country from January 1928 through March 1935. 


SPARKLING WIT 
FEATURES MENU 
AT 4 A'S DINNER 


Kettering and Brisbane Are 
Guest Speakers 


THE QUALITY GROUP 
Hampers Magazine - Scribners Magazine 
Current History Forum Magazine 
597 FIFTH AVE - NEW YORK 


White Sulphur Springs, W. Va., 
| April 15.—Advertising agency men, 
always extremely sensitive to the 
success formula, were presented with 
|two shining examples of achievement 
in their respective fields last Friday 
| night, when the annual dinner of the 
American Association of Advertising 
Agencies was held at the Greenbrier. 


| The distinguished guests were 
none other than Charles F. Kettering, 
research genius of General Motors 
Corporation, and Arthur Brisbane, 
who presides over “Today,” the fa- 
| mous column of the Hearst News- 
| papers. 

| Were the two guests not se well 
known, their vocations could easily 
have been confused. The gray eagle 
of the newspaper field could be used 
by an artist to typify the austere 
scientist, while the tall, somewhat 
ae garbed Kettering appears 
|more the newspaper man than the 
|delver for mystefies long locked in 
‘the bosom of Mother Nature. 


| The two notables apparently had 
jonly one attribute in common—their 
{dislike of public speaking. Of the 
|two, Kettering seemed the more at 
ease—at least after he had gotten 
into his talk. 
| In introducing Mr. Kettering, first 
‘to speak, Arthur H. Kudner, presi- 
dent of Erwin, Wasey & Co., New 
| York, retiring chairman of the board 
‘of the Four A’s, referred to a classic 
|coined by Kettering in an address 
| before the Advertising Club of New 
| York some years ago: “Advertising 
lis to truth what whipping is to 
| cream,” 
Mr. Kettering started off in a 
| Will Rogers vein, his eyes twinkling 
as he remarked that, since he was 
addressing an advertising conven- 
tion, it was only, fitting that no ad- 
vance copy of his remarks should 
have been prepared. In fact, the 
speech was not ready until some 
minutes past the dead-line, he con- 
fided. He expressed surprise at the 
apparent intelligence of his audi- 
ence, which contradicted the impres- 
sion made by the advertisements he 
had read. 

Mr. Kettering admitted that he 


likes to read advertising—so much 
so, that he starts with the back, in- 
stead of the front cover of the 
Saturday Evening Post. 


“You see, there are no ads on the 
front cover,” he pointed out. 

Becoming more serious, he pro- 
tested against the use of “research” 
to describe his work. The word 
makes the average man think of 
“highbrows or nuts,” he asserted. 
However, research is really valuable, 
he protested, if it does nothing but 
give the advertising men something 
to talk about. 

“Science,” he explained, “is any- 
thing that isn’t well understood.” As 
for all the problems harassing hu- 
manity today, he dismissed them 
with this simple statement: “The 
world isn’t finished today. In fact, 
even the foundations haven’t been 
completed.” 


Have Much in Common 


Mr. Kettering said that advertising 
and research have much in common 
in that results cannot always be 
measured with the slide rule. He 
complained, somewhat plaintively, 
however, that many manufacturers 
keep on advertising long after they 
have abandoned research. He sug- 
gested whimsically that at least one 
per cent of the funds spent for adver- 
tising might profitably be invested in 
research—that is, to keep on improv- 
ing the product. 

The argument that over-mechani- 
zation caused the depression he char- 
acterized as “all foolishness.” How- 
ever, Mr. Kettering believes that 
this notion is gradually fading out 
of public thinking. The world, he 
opines, is getting somewhat more 
logical, this being indicated by the 
fact that applications for patents on 
machines for producing perpetual 
motion are tapering off. 

Mr. Kettering brought the cheering 
word that “we haven’t even begun to 
exhaust our basic materials,” and 
said he has no fear whatever of the 
future. On the contrary, he expects 
a renaissance in every division of 
industry. 


Pays Tribute to Ochs 


He continued with the assertion 
that no serious obstacles stand in 
the way of advertising, even though 
some copy can be improved. Even 
patent medicine advertising, how- 
ever, has made the country “health 
conscious,” he said. He gave a kind 
word to enthusiastic copywriters 
with the remark that “there are 
many other things than facts in 
life.” 

He complimented the agency men 
for their contributions to “human 
satisfaction,” and expressed grati- 
tude for his own opportunities to 
serve humanity. 

“Recognize your responsibilities,” 


he exhorted in closing, “and the 
road to greater knowledge will be 
opened to you.” 

Mr. Brisbane, who followed, paid 
a tribute to the late Adolph S. Ochs 
and predicted that the New York 
Times would continue to make his- 
tory. He, too, referred to the blind- 
ness of human beings: “Tomorrow 
we can’t see, today we can’t under- 
stand.” Speaking of his predecessor 
on the program, he said Mr. Ketter- 
ing has been a continuing and brill- 
iant advertisement for General 
Motors Corporation. 

“People don’t know how to buy 
any more,” said Mr. Brisbane. ‘“Ad- 
vertising men must teach them all 
over again.” Another gem was: 

“When people lose interest in 
merchandise, it means advertising 
has ceased.” 

He gave this definition of adver- 
tising: “It consists of transferring 
ideas from one head into the heads 
of millions.” 

Mr. Brisbane confessed that he 
once wrote a successful advertise- 
ment for R. H. Macy & Co., New 
York, following this formula: 


“Make them see your advertise- 


ment; make them read your adver- 
tisement; make them understand it; 
make them believe it; make them 
want it.” 


Lay Plans for 
Ad Club Ball 


A colorful affair, the Ad Club Ball, 
will be held at the Hotel La Salle 
the night of May 11 by the Chicago 
Federated Advertising Club, in cele- 
bration of the club’s success in ob- 
taining sufficient membership to open 
spacious and permanent club rooms 
in the hotel. Ted Weems’ orchestra, 
strolling minstrels, and floor shows 
are included in the entertainment. 

Committee chairmen in charge 
are: Mercedes Hurst, Commonwealth 
Edison Company, general chairman; 
Burr Robbins, General Outdoor Ad- 
vertising Company, vice-chairman; 
George Kowalski, General Outdoor 
Advertising Company, decorations; 
Lloyd Maxwell, Roche, Williams & 
Cunnyngham, tickets; John Sweet, 
Trafic World, finance; Glenn G. 
Hayes, Hayes, Loeb & Co., publicity; 
H. R. Van Gunten, Lord & Thomas, 
house; Albert M. Anderson, Chicago 
Publications, Inc., entertainment; 
and John Gibson, Western Electric 
Company, Inc., concessious. 


Issues New Guide 


The Reporter, New York, has 
issued an annual guide and directory 
for the men’s apparel trade for 1935- 
36. The Gold Book directory is de- 
signed for buyers and sellers of 
men’s apparel. 


Joins “Liberty” 

Neil Mulhern, formerly associated 
with the Detroit office of Young & 
Rubicam, Inc., has joined Liberty as 
Detroit representative. 
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Automotive Linage 
CHICAGO NEWSPAPERS 


1923 1934 
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CHICAGO AMERICAN 


It takes more than “gas” to sell automobiles or news- 
paper advertising. In either case, what counts is 
performance. That’s why we take pardonable pride 
in the accompanying chart which shows the record 
of automotive linage in Chicago newspapers. From 
1923 to 1934, the American was the only paper to 
make a gain. All others lost linage. 


Automotive Linage™ 


1923 1934 

AMERICAN ..... 361,714 563,187 201,473 GAIN 
2d Evening Paper 595,204 572,394 22,810 Loss 
2d Morning Paper 231,309 162,945 68,364 Loss 
Ist Morning Paper 507,754 423,856 83,898 Loss 
2d Sunday Paper 413,689. 276,853 136,836 Loss 
lst Sunday Paper 923,305 314,313 608,992 Loss 


*Authority: Media Records, Inc. 


Evidently the American has what it takes to get busi- 
ness today—a streamlined market that reduces 
selling resistance, and gives more buying power 


«x 


to you! 


- -- more Buying Power to you 


NATIONAL REPRESENTATIVES: Hearst International Advertising Service 


Rodney FE. Boone, General Manager 
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Publishers’ Rep 
Firm Makes Changes 


R. A. Claypool, for the past six 
years manager of the Los Angeles 
office of Williams, Lawrence & Cres- 
mer Company, publishers’ represen- 
tative, has been appointed manager 
of the firm’s San Francisco office. 

He is succeeded as manager of the 
Los Angeles office by M. W. Heaton, 
for the past three years business 
manager of the Long Beach Sun, and 
formerly national advertising man- 
ager of the Long Beach Press-Tele- 
gram. D. J. Worthington of Chicago 
has been added to the staff of the 
firm’s Chicago office. 


Vollrath Promotes Two 


G. M. Cornell, who has been asso- 
ciated with the Vollrath Company, 
Sheboygan, Wis., for 30 years, has 
been named assistant to the presi- 
dent. B. J. Kanker has been named 
sales manager. 


Powers Picks Day 


Frank T. Day, Inc., Boston adver- 
tising agency, has been appointed to 
handle all advertising of the E. C. 
Powers Company. 


REGARDLESS 


of which came first... 


the chicken or the egg, eggs are im- 
portant to bakers. Latest Census figures 
show that bakers pay $26,092,847 a year for 
eggs. kers do more cake business, 
and they will, they will use more eggs. 

The baking industry is growing, and as it 
grows it buys more ingredients, equipment 
and supplies. For your share of bakers’ 
business tell your story through BAKERS’ 
HELPER, the ms yi leader for almost 
a half century. and relied upon 
by men with aL power and worthy of 
selling. 

Census figures show 9118 bakers do 92.6% 
of the business—so concentrate on those 
ableto-buy bakers who subscribe for 
BA KERS” HELPER without premiums or 
other a inducements. 


nd f 
“Baking Industry Facts and Figures.” 


AKERSHELPER 


AKERS / BAKERY PRACTICE »( MANAGEMENT 


@ cli 


$30 South Wells Street, Chicago, II. 


The Magazine of Bakery 
Practice and Management 


RADIO NETWORKS 
SHATTER FORMER 
SALES RECORDS 


$4,800,000 Billed by Nets 
During March 


New York, April 18.—Radio net- 
work advertising in March smashed 
all previous records for time sales 
in one month, with a total for last 
month of $4,821,551, according to 
National Advertising Records. 

The individual marks set by Na- 
tional Broadcasting Company and 
Columbia Broadcasting System like- 
wise shattered their previous records. 
NBC’s total during March was §$2,- 
991,998, while the CBS total was $1,- 
829,553. In each case, the March 
figure was the highest yet achieved 
in one month. 

The major networks are apparently 
headed for a new record in 1935. The 
NBC and CBS sales slumped to $31,- 
516,298 in 1933, from $39,106,776 in 
1932. The 1934 total was $42,659,461, 
the best sales year in the history of 
network broadcasting.‘ For the first 
three months of this year, the major 
networks’ sales have totaled $13,879,- 
064. 

NBC’s share of time sales during 
the first three months of 1935 was 
$8,643,839, while the CBS total was 
$5,235,225. 

Prior to March, the networks’ 
highest sales month was in January, 
when the total was $4,645,577. NBC’s 
best month, prior to March, was in 
January, with a total of $2,894,366. 
The best month for CBS, with the 
exception of March, was October, 
1934, when its time sales aggregated 
$1,752,601. 

The National Association of Broad- 
casters, which gathers figures for re- 
gional networks, national non-net- 
work, and local advertising, as well 
as major network business, reports 
that the total volume of radio ad- 
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TO MEN 
, WHO LIKE 
-TO FISH 


Here’s something you can use 
all Summer long — the com- 
plete tabulation of game-fish- 
ing laws for the United States 
and the Provinces of Canada, 
published in the May issue of 
OUTDOOR LIFE. 


It includes size and catch lim- 
its, license regulations, regu- 
lations covering the transpor- 
tation of fish, and the open 
seasons for each species. We 
would be glad to send you a 
copy with our compliments.* 


Sportsmen like the dramatic, 
graphic way every feature and 
story is presented in the new, 
revitalized OUTDOOR LIFE. 
They say so in hundreds of 
letters; they say so even more 
conclusively at the newsstands 
where sales are 115% ahead 
of last year. (Total net paid 
circulation for the first five 
months of 1935, accurately 
estimated to be 185,718 per 
issue.) 


hee os 


* Just address the 
Advertising Department, 
353 Fourth Avenue, New York 


MISS SUNFED AIDS IN PROMOTION OF FLOUR 


WHO will be the 
Bes LUCKY ONES ? 


The VITAMIN “D” FLOUR 


Two newspaper advertisements for Sunfed Flour Mills, featuring an 
unusual promotion in which * "Miss Sunfe 
and distributes cash prizes to those lucky enough to recognize her 
and present her with a Sunfed flour seal. 

appeared last week in Houston, that at the right in St. Paul. 


invades a number of cities 


The copy at the left 


vertising of all classes during Jan- 
uary of this year was $7,387,825, and 
during February was $7,205,145. 

According to these figures, na- 
tional network advertising accounted 
for about 63 per cent of radio’s total 
time sales during the two months in 
question. 


Standard Brands on Top 


The largest user of network time 
during March was Standard Brands, 
Inc., which spent $178,603, divided 
into Chase & Sanborn coffee, $61,175; 
Fleischmann’s yeast for health, $49,- 
590; Fleischmann’s yeast for baking, 
$35,294; Royal gelatin, $31,760; tea 
and gelatin, $784. 

Sterling Products was runner-up, 
making an outlay of $173,643, divided 
as follows: Bayer Chemical Com- 
pany, $40,775; Centaur Company, 
$40,528; Chas. H. Phillips Chemical 
Company, $56,638, of which $37,488 
was for advertising of dental mag- 
nesia, and $19,150 for milk of mag- 
nesia; Dr. Lyon’s tooth powder, $18,- 
150; California Syrup of Figs, $17,- 
552. 

Third place was taken by Procter 
& Gamble Company, which spent 
$156,224, divided as follows: Camay, 
$8,576; Crisco, $36,561; Dreft, $6,720; 
Ivory soap, $57,643; and Oxydol, 
$46,724. 

In fourth place was the Ford Mo- 
tor Company, with expenditures of 
$149,215. Fifth place went to Col- 
gate-Palmolive-Peet Company, which 
spent $132,814, divided into dental 
cream, $34,052; Palmolive’ soap, 
$56,930; and Super Suds, $41,832. 


Other Large Users 


Sixth place was taken by Liggett 
& Meyers Tobacco Company, which 
spent $130,913. Seventh place went 
to General Foods Corporation, with 
an expenditure of $123,594, spent as 
follows: cooking school, $14,400; 
Jell-O, $39,240; Log Cabin syrup, 
$18,144; Maxwell House coffee, $51,- 
810. 

Other large users of network time 
during March were Wm. Wrigley, 


FREE CURRENT 
FOR FAN USERS 
IS NEW WRINKLE 


Mansfield, O., April 18.—A unique 
offer of free electricity all summer 
for buyers of the new ten-inch Car- 
dinal fan will feature the electric fan 
promotion of Westinghouse Electric 
& Mfg. Company this summer. 

Dealer newspaper advertising, win- 
dow streamers, store displays, and 
other promotional material will point 
out that the retail price of the Car- 
dinal fan is $10.95, but that the 
dealer will give the purchaser an al- 
lowance of $1 for electricity, making 
the net cost $9.95. 

The fan itself will carry a huge 
card announcing “free electricity this 
summer.” Inside the four-page tag 
is a circle, to be filled in by the dealer 
after consultation with the local 
electric power company, telling how 
much it will cost to run the fan seven 
hours a day for the 30 days estimated 
as abnormally warm during the sea- 
son, and also a circle in which this 
cost is translated into hours of run- 
ning time per penny. 

Explaining the “free electricity” 
offer, H. B. Donley, fan sales man- 
ager, told dealers: 

“Because most people do not real- 
ize the remarkable economy with 
which a modern Westinghouse fan 
delivers its cooling, healthful breezes, 
we are making it possible for West- 
inghouse dealers to offer each pur- 
chaser of our new 10-inch Cardinal 
fan more than the cost of the elec- 
tricity it will use during this sum- 
mer’s sweltering weather. 

“This offer will enable dealers to 


show fan prospects how little it will 
cost to keep them cool and thereby 
prove to them that a Westinghouse 
fan is the cheapest summer comfort 
they can buy. Once this point has 
been made by showing actual cost 
figures, dealers can then make a $1 
allowance which will amount to con- 
siderably more than the average cost 
of electricity needed to operate the 
Westinghouse Cardinal fan during 
the hottest summer months.” 

As for the placing of newspaper 
copy, dealers are advised to file mats 
featuring the “free electricity” offer 
with their local newspapers with in- 
structions to insert one advertise- 
ment every time the temperature ex- 
ceeds 80° for two days in succession 
with a prediction for continued hot 
or hotter weather. 


Copley Organizes 
Operating Company 

Col. Ira C. Copley has formed a 
new operating company, Southern 
California Associated Newspapers, to 
take over properties of the individual 
companies owned by his former hold- 
ing company, Southern California 
Newspapers Associated. 

The change has not affected person- 
nel. Col. Copley is chairman of the 
board, and Clark F. Waite, vice-presi- 
dent and general manager. All pub- 
lishers of this group of Copley pa- 
pers become vice-presidents. They 
are: H. C. Berkheimer, Alhambra 
Post-Advocate; William Shea, Culver 
City Star-News; W. S. Kellogg, Glen- 
dale News-Press; P. M. Knox, Mon- 
rovia Post; and John J. Berry, 
Redondo Breeze. One paper in the 
group, the San Pedro News-Pilot, J. 
A. Waite, publisher, is not affected 
by the new arrangement. 


General Names Rankin 


The General Commercial Accept- 
ance Company, now located in the 
Canadian Pacific Bldg., 342 Madison 
Ave., New York, has appointed the 
Wm. H. Rankin Company as its ad- 
vertising and public relations coun- 
selor. The company will specialize 
in handling financing of firms mak- 
ing income-producing products, -sold 
on the deferred payment plan. 


Markers 


confidence between 
salesmen and buyers, built up over a 
period of years, that makes markets. 
The men who read The OUTFITTER are 
in daily contact with the men who buy 
for hotels, restaurants, hospitals, insti- 
tutions, soda fountains, dining car sys- 
tems, steamship HKnes, etc. Their recom- 
mendations carry weight with these buy- 
ers who depend upon the outfitter for 
product information. 


The OUTFITTER 
1900 PRAIRIE AVE. CHICAGO 


It’s the personal 


Jr., Company, $98,352; Lady Esther 
Company, $88,655; Pepsodent Com- 
pany, $88,552; Wasey Products, Inc., 
$86,044, of which $39,313 was used for 
Barbasol and Bost, with $46,731 for 
Zemo, Kreml, etc.; Andrew Jergens 
Company, $80,785, of which $21,310 
was for Jergens lotion, $35,399 for 
Woodbury’s powder, and $24,076 for 
Woodbury’s soap; Campbell Soup 
Company, $79,150; R. J. Reynolds To- 
bacco Company, $76,980; and Dr. 
Miles Laboratories, Inc., $71,498. 


Opens New York Office 


The Spokesman, Lousville, Ky., na- 
tional Jewish weekly, has opened 
national advertising offices at 1182 
Broadway, N. Y. B. B. Rowe, adver- 
tising manager, will be in charge. 


Names Carr Liggett 


Carr Liggett, Inc., Cleveland adver- 
tising agency, has been appointed to 
handle advertising of the Lutzite di- 
vision of the Ridge Tool Company, 
Elyria, O 


= DRAMATIZE YOUR PRODUCT! 


No need to be satisfied with usual 
| “straight shots” 
m= =—S when you can get more FORCEFUL 


of your product, 


SELLING into your illustrations | 


economically with dramatic photo- 


graphs. — . 
We cordially invite your inquiry. 


SHIGETA-WRIGHT, Inc. 
154 East Erie ~ 
CHICAGO” 
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cebenorman 


April 20, 1935 


ADVERTISING AGE 


17 


THREE TO SHAPE 
FUTURE OF THE 
“N. Y. TIMES” 


New York, April 17.—The last will 
and testament of Adolph S. Ochs, 
publisher of the New York Times, 
who died on April 8, placed control- 
ling ownership in the stock of the 
New York Times Company and the 
Times Printing Company, which pub- 
lishes the Chattanooga Times, in the 
hands of three executors and trus- 
tees. 

These are his daughter, Iphigene 
Ochs Sulzberger, her husband, Ar- 
thur Hays Sulzberger, and Mr. Ochs’ 
nephew, Col. Julius Adler. 

The executors are to administer 
the residuary estate, which in- 
cludes the two publishing companies, 
for the benefit of Mr. Ochs’ widow, 
Effie Wise Ochs, and Mrs. Sulzberger. 
One-half of the net income from 
the residuary estate is to go to Mrs. 
Ochs and one-half to Mrs. Sulzberger 
during their lives. 

In his will, which was filed yester- 
day at White Plains, Mr. Ochs’ home, 
the publisher urged that the execu- 
tors and trustees “exercise their con- 
trol of the shares of stock of the 
company to perpetuate the New York 
Times as an institution charged with 
a high public duty.” He urged the 
maintenance of the highest standards 
of business ethics in the newspaper’s 
business departments. 

Mr. Ochs also expressed the wish 
that “no disposition of the control- 
ling shares of The New York Times 
Company be made either during the 
continuance of the trust or upon ul- 
timate distribution, except as a unit, 
as I am satisfied that the best inter- 
est and traditions of the Times will 
be most completely served and safe- 
guarded by such disposition.” 

The will also expressed the pub- 
lisher’s hope that the Chattanooga 
Times would be conducted on the 
same principles as it had been for 
more than 50 years, under his owner- 
ship and control. 

Mr. Ochs left many personal be- 
quests and legacies to institutions. 
No estimate of the value of the estate 
was made. 


Appointed Axton- 
Fisher President 


Edwin D. Axton, secretary-treas- 
urer of the Axton-Fisher Tobacco 
Company, Louisville, Ky., was made 
president of the company April 16, 
succeeding Wood F. Axton, who died 
April 4. 

S. E. Brannon has been made sec- 
retary, and A. C. Wolf, treasurer. 
These two men, with F. P. Wrege, 
have been placed on the company’s 
board of directors. 


Changes Name 
The name of Roden-Clements Com- 
pany, advertising, with officers in the 
Lewis Tower, Philadelphia, has been 
changed to Lincoln Roden, Inc., ad- 
vertising and merchandising. 


INDUSTRIAL 
ARTS 
EXPOSITION 


American Manu- 
facturers challenge 
depression with a 
magnificent display 
of new and excit- 
ing productions. 


12 Noon to 10:30 Daily 
Admission 25¢ 


ROCKEFELLER CENTER 


APRIL 16 e MAY 15 


Lester Hopper Joins 
Barron Collier Staff 


Lester Hopper has been named pro- 
motion manager in charge of plans 
and copy for the Chicago office of 
Barron G. Collier Corporation and 
Street Railways Advertising Com- 
pany. 

Mr. Hopper, who formerly was with 
the Collier organization, more re- 
cently had been advertising manager 
of The Fair, Chicago department 
store, and had also been connected 
with the Hearst newspaper organiza- 
tion. 


Made Restaurant Agency 


Donahue & Coe, Inc., New York, 
has been appointed to handle the ad- 
vertising of the Rockefeller Plaza 
Restaurant and Cocktail Lounge, 
R. C. A. Bldg., New York. 


Cease Use of 


Track’s Name, 
Court Orders 


Louisville, Ky., April 17.—The 
Churchill Downs Distilling Company 
yesterday was enjoined by Circuit 
Judge Churchill Humphrey here from 
using the name Churchill Downs or 
the race track scene on its labels, 
and was given until July 1, 1936, 
to remove the race track’s name 
from its corporate title. 

Attorneys for the Churchill Downs 
Jockey Club held that the label cre- 
ated the impression that the jockey 
club owners were financially inter- 


ested in the Churchill Downs Dis- 
tilling Company. 

While issuing the ruling, Judge 
Humphrey expressed his doubt as to 
whether a non-competitive enterprise 
can be enjoined from the use of a 
name, although in this case the dis- 
tillery was profiting from advertis- 
ing and good will created by the 
jockey club, dating back to 1875. 

Lawrence Grauman, attorney for 
the distillery, declared that he 
would immediately carry the case to 
the state appellate court. 


B. E. Stevens Dead 


Burr Edward Stevens, 60, president 
of the Middletown Press Publishing 
Company, publisher of the Middle- 
town, Conn., Press, died April 15 of 
a cerebral hemorrhage. 


Wisconsin Press 
Elects Officers 


Frank E. Andrews, editor of the 
Bloomer, Wis., Advance, was elected 
president of the Wisconsin Press As- 
sociation at its annual convention in 
Madison April 11-13. 

Other officers elected were L. R. 
Kessler, Dodgeville, first vice-presi- 
dent; A. S. Horn, Cedarburg, second 
vice-president; William MacHale, 
Chilton, third vice-president; George 
W. Greene, Waupun, secretary-treas- 
urer; and Bruce R. McCoy, associa- 
tion business manager. 


WJR to Join CBS 


Station WJR, Detroit, will become 
an outlet of the Columbia Broadcast- 
ing System on Sept. 29. On joining 
CBS, WJR will replace station CKLW 
as the CBS outlet in the Detroit area. 


®POPULAR FALLACIES OF ADVERTISING 


‘Advertising Confuses the 
Consumer’ 


Ir is confusing to contemplate in the 
mass the millions of pages, and thou- 
sands of spoken words that constitute 
even a single day’s advertising in this 
country. But outside the class rooms, 
or the secluded retreats of critics, who 
contemplates advertising in any such 
confusing array? 

To simplify the problem, let’s get 
back to the origin of trade, as represented 
by some oriental shopper wending his 
way through the babble and commotion 
of an eastern bazaar. An observer, view- 
ing the scene, might find it hopelessly 
confusing, futile. But the shopper is not 
confused. He knows how much money 
he wishes to spend and, in general, the 
commodities that he wants. He knows 
where to look, whom to trust and whom 


Peters — : 


AS an advertising man you resent 
unfair attacks upon the integrity 
of your profession. You appreciate 
a defense like this spread before 
260,000 fellow business men, your 
clients. QEvery business suffers 
likewise from fallacious thinking— 


coal, ice, banks, railroads, whole- 
salers. They likewise esteem a 
stout defender. QFor 20 years 
NATION’S BUSINESS has fought 
popular fallacies of every busi- 
ness. That is one reason why jt 
holds the loyalty of its readers. 


entire circle of their friends. New products 


to suspect, and about how much each 
item should cost. 

Critics of advertising often forget that con- 
sumers are shoppers. Consumers like to have 
an opportunity to choose. They have extensive 
mental files of information on the quality and 
social value of thousands of products. They 
are backed by a vast, informal but none the 
less efficient research bureau, composed of the 


are sample-tested, appraised far more prac- 
tically than in any laboratory yet devised. 
In 1933, thirty manufacturers spent nearly 
$4,000,000. in national magazines alone, to 
advertise toiletries that beautify the face and 
hands. Yet no one, who has watched a woman 
pick out exactly the brand and shade of powder 
she prefers from a counterfull, can say that 
cosmetic advertising is confusing to women. 


NATION'S BUSINESS 


260,000 CIRCULATION 


PUBLISHED MONTHLY AT WASHINGTON BY THE UNITED STATES CHAMBER OF COMMERCE 


This is one of a series of thirteen advertisements, now available 
in brochure form. Address, Nation’s Business, Washington, D. C. 
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PER PAGE 
$2. 00 Per line, 


You can have the benefit of Fawcett Women’s Group’s new guarantee, two- 
million circulation with the September 1935 issues—but you need not start 
paying the new rate until September 1936 issues, if you reserve now! 

For the first time a women’s group is guaranteeing two-million circulation. 
And for the first time, a women’s group, made up of two clean-cut Units, 
each one devoted exclusively to the most important appeals which select 
young women, is offered to advertisers. 

The full million a//-movie circulation of Fawcett Screen Unit (the first all- 
movie group this size ever to be guaranteed) combines with the guaranteed 
million of Fawcett Fiction Unit to select the women who are your most profitable 


MITTEE 
€ CIRCULATI ON 


rN Rete de an Ge/ 
400,000 BONUS! 


SG eS ER SA Sp a 


Saved Lach Month — 
/hrough August1936hsues : 


( ai I r Q W I W 
aes 
OE Be chee RN et Sh RS OO Rem OE RL i ne See RGR RE eee ee RE ee Pose 


NEW RATE $3400° 
Effective September 1935 Issues 


* 


prospects. No other women’s group concentrates such a high percentage of 
its circulation among women from 20 to 30 as does Fawcett Women’s Group. 

It is women from 20 to 30 who are the young brides—learning brand 
preferences. They are also the young mothers. They are the ones who will 
be actively buying for their families for the next 20 or 25 years—instead 
of a possible 10 or 15. 

Many more considerations than this amazing bargain make Fawcett 
Women’s Group a logical buy today. Act now—as dozens of leading adver- 
tisers have already done in the last two weeks. Send your reservation to the 
nearest Fawcett Publications office. 


June 20th: Last Day For Protection At Present Rates: $2670 Per Page... 
$1.34 Per Page Per Thousand For This 2-Million Group 


quycett “Womens 


FAWCETT PUBLICATIONS, INC. 
CHICAGO: 360 N. Michigan Ave. 


q | NEW YORK: 1501 Broadway 
| LOS ANGELES: 536 South Hill St. 


Group 


MINNEAPOLIS: 529 S. Seventh St. 
SAN FRANCISCO: 1014 Russ Building 
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Motion Picture 
ovie Classic. . Screen Book 
Screen Play. . Hollywood 


he first million-circulation movie 
gazine unit! And... the page rate is 
er, per thousand, than any other 
ovie magazine or group of movie 
gazines in the field. If you reserve this 
it alone now, you can buy this million 
movie circulation at $1750.00 per 
e—$1.75 per page per thousand. 


New Rates 
Effective September, 1935 Issues 
Rate . $1850.00 1 Column . $625.00 
Columns 1250.00 Line Rate . 4.50 


LOWEST COST HERE, TOO! 
fuaranteed Rate Per Page Per Thousand, $1.85 


ALL-MOVIE CUSTOMERS 
FOR YOU 


In only a few days after our first announce- 
ment of the new guarantee, the current 
bargain offer, and Fawcett Women’s Group’s 
new set-up, literally scores of reservations 
were received. 


Here at last is what advertisers have been 
looking for. It has never been hard to reach 
older women. But until Fawcett Women’s 
Group made this smashing guarantee of 
two-million circulation it has been im- 
possible to select a commanding portion 
of the young-woman audience, guaranteed. 
At last, the business of selling to young 
women has become simple. 


But more, the new Fawcett Women’s 
Group gives advertisers two well-defined 
and well-qualified reader groups. No jumble 
of more or less vaguely related appeals is 
used to select Fawcett Women’s Group 
readers. One million of this circulation is 


* 


ae 


TO GET 2 MILLION GUARANTEED 
~ CIRCULATION....A.B.C. 
4 PER PAGE PER THOUSAND! 


1000,000 
ALL-FICTION CUSTOMERS 
Also in the 201030 


Scores of Reservations Received for This 
New Simplified Group [ 


known movie circulation. One million is 
among readers known to prefer the “con- 
fession” type of romantic stories. These 
two appeals are known to have the strongest 
“pull” with young women. They strengthen 
your certainty of reaching the young women 
you want. They give you the economy of an 
audience qualified in advance, in addition 
to the amazing economy of the present 
low rate. 


And for advertisers especially interested 
in one type of reader alone they afford the 
opportunity of choosing one million unit 
or the other, at true group-economy rates. 


Place your reservation now. It takes 
less time, less work and less money to sell 
to young women. Here is a mass of readers 
large enough to influence sales throughout 
the entire young-woman audience.Tell them 
your story—now, when it costs so little. 


5 


a 


2.000.000 CIRCULATION GUARANTEED A.B.C. 


Guaranteed Rate Per Page Per Thousand, $1.85 


True Confessions 
Romantic Stories . . Romantic 
Movie Stories 


A solid million circulation devoted to 
fiction whose “real-life” romance appeal 
builds up the most responsive mass- 
market audience. Guaranteed cost is 
lower per page per thousand than any 
women’s fiction magazine or group in 
the field. Reserved alone now, delivered 
cost per page per thousand will be only 
$1.75, based on $1750.00 per page. 


New Rates 
Effective September, 1935 Issues 


Page Rate . $1850.00 1 Column . $625.00 
2 Columns 1250.00 _ Line Rate . 4.50 


AGAIN LOWEST! 
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April 20, 1935 


WINNERS IN ART 
DIRECTORS’ SHOW 
ARE ANNOUNCED 


Fourteenth Exhibit to Open 
In New York 


New York, April 18—An even 
dozen of the most beautiful models 
of the advertising world were 
rounded up by leading agency art 
directors to grace the preview this 
afternoon of the fourteenth annual 
exhibit of the Art Directors’ Club, to 
open next week at R. H. Macy & Co. 

Those invited to the preview not 
only saw a complete display of what 
the committee considers the best ad- 
vertising art of the year, but also 
learned the names of the winners in 
each classification, the choices of the 
judges having been announced today. 

Awards were made for a variety of 
different types of treatment, as well 


as for the types of mediums in which 
the work appeared. In the following 
detailed list of winners of awards, 
the name of the advertiser is given 
first, followed by the name of the 
agency, if any, then the name of the 
artist or photographer, and the name 
of the art director under whose di- 
rection the work was done. 


Club medal awarded irrespective of 
publication or medium: 


Color paintings and drawings: 
Conde Nast Publications, Inc., Edna 
Reindel, M. F. Agha; and Hawaii 
Tourist Bureau, Bowman-Deute-Cum- 
mings, Inc., E. Melbourne Brindle, G. 
B. Richardson. Photographic illustra- 
tion: R. H. Macy & Co., Gray- 
O'Reilly, Howard Richmond. Design 
for complete advertisement: Lever 
Bros. Company, J. Walter Thompson 
Company, Paul Berdanier, Gerald 
Link. 


Award for artwork in mass maga- 
zines: 

Color paintings and drawings: Col- 
gate-Palmolive-Peet Company, Ben- 
ton & Bowles, Inc., Robert Fawcett, 
Walter Stocklin. For black and white: 
McKesson and Robbins, N. W. Ayer 


& Son, Inc., Robert Riggs, Leon 
Karp. For photographic illustra- 
tions, color or black and _ white: 


25-YEAR-OLD COPY HAS REBIRTH 


Fine For Digestion 
LEY'S 


This advertisement, first used by Wrigley in 1909, reappeared without 
change | in newspapers of April 13. 


Axton-Fisher Tobacco Company, Ken- 
yon & Eckhardt, Inc., Herbert Photo 
Service, S. Campbell—P. Smith. For 
complete advertisement: Eastman 
Kodak Company, J. Walter Thompson 
Company, Edward Steichen, William 
Strosahl. 

Award for artwork in class maga- 
zines: 

Color paintings 
World Peaceways, 


and drawings: 
Inc., Young & 
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CONTINENTAL 


LITHOGRAPHS 


Every detail of the orig- 
inal faithfully reproduced, 
with sunfast inks that as- 
sure bright, true colors 
during the life of the 


UR 
NEW =, a GHICASO. PHILADELPHIA, 


a Ps 
CONTINENTAL 


LITHO 
core 


showing and beyond. 


Let us quote on your 
nen! order 


NEAREST CONTINENTAL OFFICE 
ETROIT 
ESTER, LOS ANGELES, SAN FRANCI 


ithoqrap 


IS 
ee APOUS, 


Rubicam, Inc., J. W. Williamson, Carl 
Lins. Black and white: Crane & Co, 
Calkins & Holden, Edwin A. Georgi, 
Edwin A. Georgi. Photographic il- 
lustration in color or black and white: 
Matson Line, Bowman-Deute-Cum- 
mings, Inc., Edward Steichen, G. B. 
Richardson. For complete advertise- 
ment: Lever Bros. Company, J. Wal- 
ter Thompson Company, Paul Berda- 
nier, Gerald Link. 


Award for artwork 
publications: 

Color paintings and drawings: 
West Virginia Pulp & Paper Com- 
pany, Rogers-Kellogg-Stillson Com- 
pany, M. McKinnie, G. E. Hoffman. 
Black and white: Strathmore Paper 
Company, Kimball, Hubbard & Powel, 
Inc., A. Brodovitch, W. Fairchild—H. 
Bowman. Photographic illustration: 
Davis & Geck, Inc., no agency, Un- 
derwood & Underwood, Lejaren A. 
Hiller. Design for complete adver- 
tisement: Cannon Mills, Inc., N. W 
Ayer & Son, Inc., 
Stuart Graves. 


in business 


Stuart Graves, 


Every Field Covered 


Award for artwork in newspapers: 
Color paintings and drawings: no 
awards. Black and white: B. Alt- 
man & Co., New York, Jane Miller, 
Lewis P. Ritter. Photographic illus- 
tration: R. H. Macy & Co., New York, 
Gray -O’Reilly, Howard Richmond. 


‘| Chicago; 


B. Altman & Co., Jane Miller, Lewis 
P. Ritter. 


Award for continuity and comic 
strips: 

First, Lever Bros. Company, J. 
Walter Thompson Company, Virginia 
Huget, Paul Berdanier. Second, Red- 
book Magazine, Batten, Barton, Dur- 
stine & Osborn, Inc., Ervine Metz], 
Kenneth Paul. Third, Kellogg Com- 
pany, N. W. Ayer & Son, Inc., Me- 
Kenzie, Wallace Elton. 


Award for artwork on posters: 

Outdoor: Ethyl Gasoline Corpora- 
tion, Batten, Barton, Durstine & Os- 
born, Inc., Roy Collins, A. C. Strasser. 
Car cards: Procter & Gamble Com- 
pany, Blackman Company, May Mul- 


vany, Gordon C. Aymar. Display 
posters: R. H. Macy & Co., Charles 
Kaiser, K. Grealich. (No awards 


were announced for the Kerwin Ful- 
ton medal for 24-sheet posters and 
the Barron Collier medal for car 
cards.) 

Magazine covers: Conde Nast Pub- 
lications, Inc., Edna Reindel, M. F. 
Agha. 


Award for artwork in booklets, 
brochures and direct mail: 

Color drawings and paintings: Mer- 
genthaler Linotype Company, Kenyon 
& Eckhardt, Inc., Paul Smith, Paul 
Smith. Black and white: Southern 
Pacific Lines, Lord & Thomas, Fred 
Ludekens, Fred Ludekens. Photo- 
graphic: no award. Design for com- 
plete advertisement: Southern Pa- 
cific. 


Join Council 


New members announced by the 
Exhibitors Advisory Council, Inc., 
New York, cooperative service issu- 
ing data on industrial and trade 
shows, are Barrett Cravens Company, 
Bristol Company, Water- 
bury, Conn.; Cleveland Worm & Gear 
Company, Cleveland; Fafnir Bearing 
Company, New Britain, Conn., and 
Scovill Mfg. Company, Waterbury. 


Takes New Duties 


E. D. Fulton, business manager of 
the Chicago American, has also taken 
over the business managership of the 
Chicago Herald & Examiner, follow- 
ing the assignment of Merrill M. 
Lord to special duties in the Hearst 


Design for complete advertisement: 


organization. 


reader interest “ho 


205 E. 42nd St., New York City . 


Advertising pounding on cold or only cas- 
ually interested readers may make a noise 
but it can’t show much speed. Mill & 
Factory alert editorial leadership keeps 


” « « « SO the power 


of advertising gets results. Try it! 


ILL? FACTORY 


A CONOVER-MAST PUBLICATION 


333 N. Michigan Ave., Chicago 
(B-3108) 
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ADVERTISING AGE 


MUFFETS EFFORT 
SKIPS ORDINARY 
COPY EMPHASIS 


Saves Exclusive Selling 
Points for Trade 


Chicago, April 18.—Dispensing with 
copy on exclusive selling points of 
Muffets, Quaker whole wheat bis- 
cuits, the Quaker Oats Company has 
released a newspaper campaign in se- 
lected markets for this product, with 
advertising featured by simplicity. 

The advertisements are poster style, 
consisting of illustrations and brief 
copy driving home the point that 
Muffets are a “better kind of whole 
wheat biscuit.” 

In various insertions, characters 
are shown eating the product with 
gusto and speaking lines such as 
“You said it, Mom! These whole 
wheat biscuits taste extra special,” 
and “Say, where have these whole 
wheat biscuits been all my life.” 

The remainder of the advertise- 
ment is devoted to a boldly displayed 
signature—‘Muffets, Quaker whole 
wheat biscuits,’—an illustration of 
the product, and the line, “A gener- 
ous serving costs only one cent.” 

“We are taking a short cut to the 
main point in this campaign,” stated 
Donald B. Douglas, vice-president in 
charge of advertising of the Quaker 
Oats Company. “Everyone knows that 
whole wheat is good for them. Al- 
most every one likes whole wheat 
biscuits. So we're telling the trade 
about our exclusive selling points.” 


Money Back Guarantee 


In a special portfolio, the trade is 
being told that Muffets are made of 
the only ready-to-eat cereal enriched 
with vitamin D by ultra-violet ray. 

Also emphasized is Quaker’s money 
back guarantee that Muffets are the 
“best whole wheat biscuit you have 
ever used;” the distinctive round 
shape in ribbon form; and the fact 
that the product is suitable for patty 
shells. 

Among the newspapers scheduled 
to carry the Muffets advertising are 
the Albany, N. Y., Knickerbocker 
Press; Bangor, Me., News; Buffalo, 
N. Y., News; Grand Island, Neb., 
Independent; Hastings, Neb., Trib- 
une; Lewiston, Me., Journal and 
Sun; 

Lincoln, Neb., Star and Journal; 
Los Angeles Times; McCook, Neb., 
Gazette; Portland, Me., Evening Ex- 
press and Press-Herald; Raleigh 
News and Observer; Scranton, Pa., 
Times; and Tacoma, Wash., News 
Tribune. 

This campaign is handled by 
Fletcher & Ellis, Inc., Chicago. 


U. of Missouri to 
Hold Journalism Week 


Prominent speakers have been 
scheduled to address the 26th annual 
Journalism Week program at the 
University of Missouri, to be held at 
Columbia April 29 to May 4. 

Among the speakers will be Frank 
Newell, circulation director, Toledo 
Blade and president of International 
Circulation Managers’ Association; 
R. J. Cruikshank, representative of 
the London Daily News-Chronicle in 
New York City; G. D. Crain, Jr., 
publisher, ADVERTISING AGE, Chicago; 

Linwood I. Noyes, publisher, Iron- 
wood, Mich., Globe, and president, In- 
land Daily Press Association; Walter 
M. Harrison, publisher, Daily Okla- 
homan, Oklahoma City; Stanley An- 
drews, publisher, Arkansas Farmer, 
Little Rock; Howard Lamade, pub- 
lisher, Grit, Williamsport, Pa.; and 
Ralph Schmitt, assistant advertising 
manager, Rice-Stix Dry Goods Com- 
pany, St. Louis. 

Secretary of Agriculture Henry A. 
Wallace has tentatively accepted an 
invitation to address the Journalism 
Week banquet May 4. 


To “Oil Heat” 


Cliff W. Presdee has joined Oil 
Heat, New York, as special adver- 
tising representative, with head- 
quarters at 228 N. La Salle St., Chi- 
(age. 
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Pisrexsine sii 


But headaches and appetites show no favoritism! 


The headache market, like most markets, reaches real mass proportions 
among the families earning less than $3,000 per year for there are 34 times 
more families in this income classification than in the over-$3,000-class. 


Families receiving the most money are important... they should be sold 
... but only four leading mass publications are necessary to cover this 
section of the market. 


From that point on your sales volume increases only as your advertising 
reaches down (in terms of income levels). 


The first choice of most advertisers to do this job is MODERN MAGAZINES, 
for 80%, of the families reached by Modern Screen, Radio Stars, Modern 
Romances are in the under $3,000-a-year class... the average reader-age 
is 26 and MODERN MAGAZINES is the only group consisting entirely of 
leading magazines. 


MODERN SCREEN +« RADIO STARS * MODERN ROMANCES 


modern magazines 


149 MADISON AVENUE, NEW YORK, N. Y. 


*5,928,000 
FAMILIES RECEIVE 
OVER $3,000 PER YEAR 


~ MODERN 
MARKET 
FACTS 


%, Bromo-Seltzer 
.. ANOTHER 
New Advertiser 
tor The Tyro 
House = fe 


- Computations by the 
Brookings Institution — 
SALES VOLUME 
GOES HIGHER AS 
ADVERTISING REACHES 
DOWN 


21,546,000 FAMILIES RECEIVE. 
UNDER $3,000 PER YEAR © 
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PENN CRUDE OIL 
GROUP LAUNCHES 
LARGEST EFFORT 


Motorists Again Demanding 
Quality, Dealers Told 


New York, April 18.—With ample 
evidence that the tide has turned in 
favor of quality products, the 
Pennsylvania Grade Crude Oil Asso- 
ciation, the group which banded to- 
gether 12 years ago to save their 
business when the outlook was murk- 
iest, will conduct the largest adver- 
tising campaign in its history this 
year. 

“Better oils from the ground up” 
is the theme of the campaign. 
Pennsylvania Grade is the only 
crude generally known by the public, 
a fact which is the direct result of 
the association’s efforts during the 
past 12 years. 

Copy in the new campaign will hit 
the vital spots, both in text and 
illustration. It will tell how the fin- 
ished product is superior when the 
finest raw material, or base oil, is 
used. This thought is conveniently 
expressed by those behind the cam- 
paign in likening it to the household 
task of pie-making. A good cook can 
probably bake a better apple pie, em- 
ploying better processes, than a poor 
one when ordinary or inferior fruit 
is used, but either can make a super- 
ior pie when they start with the 
finest of apples. 

Magazines to carry the copy are 
Collier’s, Country Gentleman, Popu- 
lar Mechanics, Popular Science, Sat- 
urday Evening Post and Time. In 
addition, there will be a newspaper 
campaign in some sections and a 
general campaign in trade and dealer 
papers. 


Cover Best Markets 


The schedules were developed 
with extreme care on a county by 
county plan. Readers of the adver- 
tising represent at least 75 per cent 
of the registered automobile owners 
in the country. But more than this, 
they represent three out of every 
four automobile owners in each 
county from coast to coast, it is said. 

Such being the case, the advertis- 
ing is customed to fit the jobbers’ 


into a quality market, following sev- 
eral years in one dominated by price 
considerations; it 1s already in it, 
those attending the meetings are 
told. In featuring the better oils, 
dealers will be putting themselves 
in line for more of the related-item 


effective cooperative successes in 
the country. Twelve years ago the 
members faced extinction. Now, 
they have records showing that 25 
per cent of the oil sold has the 
Pennsylvania Crude Oil base, and 
only three per cent of the nation’s 


Denver about May 16, having started 
in the East three weeks ago. 

S. A. Hartwell, Jr., with the asso- 
ciation several years, sailed for Eu- 
rope last week to investigate the 
foreign situation and ultimately open 
an association office there. 


New Lucky Strike 
Program on Air 


Sponsored by the American To- 
bacco Company, the Lucky Strike Hit 
Parade program will be broadcast 
each Saturday over a nationwide 
NBC-WEAF network, from 8 to 9 


U 


quality business, such as tires, bat-| crude oil is produced in that field. ———- p.m., EST, starting April =. am U1 
teries, etc. Th i have al con- e The weekly broadcast w e built re 
A cay or sot nalts To Sell Space in around the 15 songs which the public 
A iation’s Work Effecti sisted of an interesting presentation r ay chilies end einain ca 
ae wer ve of the importance of the basic mate- Program for Derby ng = Me er , &., . ieahens ar 
In the advertising, the meaning of/rial in yielding a quality finished| The Kentucky Jockey Club is sell-| orchestra. Vocalists will also provide st 
the association’s emblem is explained | product, and probably always will. /ing space in a special Derby Day | entertainment. 
as a badge of membership, not a The jobber-dealer meetings are be-| program to be i nag - —- ihenaiapiiariiiai ci 
brand or pledge of equal quality|ing conducted by J. E. Moorhead,|stands in Louisville and elsewhere Made Ahrens Re ta 
among the brands using it, and as a|executive secretary of the associa-|25 well as at Churchill Downs on P al 
tecti in that the crude used|tion; Hamilton W. Smith, assistant the day of the famous race. George B. Weatherly, Berkeley, se 
aes © * 7 ~ 5 . : 4 The edition will be 125,000, and the |Cal., has been made general repre- 
meets or exceeds the high minimum |secretary; and George H. Sheldon, Jockey Club is guaranteeing a cir-|sentative on display advertising in g0 
standards of the association. vice-president of Hommann, Tarcher | eyjation of 75,000 copies, to be sold |the Western and West Coast states of 


needs, territory by territory, and | 
serve as the foundation for their | 
own advertising and sales promotion | 
work. Statistics show that there 
are 9,000,000 automobile owners with 
cars less than five years old, and 
they are most likely to be the buyers 
of premium lubricating oils. 

The consumer advertising goes 
into cases, showing how it is ad- 
vantageous to use premium oils hav- 
ing the Pennsylvania Grade crude 
base. One of the first pieces of copy, 
for example, links closely the source 
of the crude, the vital spot for the 
base material in the Western Penn- 
sylvania field, and the wrist-pin in 
the motor where the quality oil will 
perform its service. 

“If you could see the wrist-pins 
inside your motor,” typical copy 
says, “. . . you’d see why such vital 
parts need a motor oil with special 
qualities . . . that spurts into action 

. - combats both heat and cold... 
fights friction . . . stays on the job. 
That’s what wrist-pins need, and so 
does every other internal part of 
your modern motor. 

“To be sure of getting an oil with 
those special qualities, look beyond 
brands, processes and claims. Ask: 
‘From what crude was it made?’” 


Serves As Background 


The association’s enlarged adver- 
tising campaign, which is three times 
as broad as last year’s effort, serves 
as a background for dealer and 
wholesaler advertising, sales promo- 
tion and merchandising. In a series 
of wholesaler-dealer meetings now 
being held, the trade is being in- 
formed that it will be effective for 
them in proportion to the energy 
they put behind their Pennsylvania 
Grade base products. 

The oil business is not getting 


The advertising work of the oil as-|& Sheldon, Inc., 


the agency in/at ten cents each. The advertising |for all publications of the Ahrens lit 
sociation stands as one of the most | charge. 


They will be concluded in| rate is $600 per page. Publishing Company, Inc., New York. 


LOCAL NEWS 


LOCAL PEOPLE 


SOCIETY and CLUBS treainaniaial REALM of WOMEN 
ENGAGEMENT AND WEDDING NEWS INTERESTS SOCIETY 
LOCAL NEWS always wins the closest es Miirathal in tubbont nn, 
reading. People like to “see their pictures in ° , Annan ad Today io Pasadena 
the paper” and to read what their neighbors are 

doing. 


the point of contact with 


That is the great strength of the three Hearst 
Sunday newspapers which dominate the three 
vital Coast markets . . . the LOS ANGELES 
EXAMINER, SAN FRANCISCO EXAMINER B. 
and SEATTLE POST-INTELLIGENCER. — 
Their LOCAL NEWS fills page after page. No oem 
event, no locality is neglected. That is why they 
return such remarkable sales-records for adver- 
tisers who sell to LOCAL PEOPLE. 
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THE WOMEN’S SECTION is typical . . . 10 to 
16 pages of society and club activities; work of 
Parent-Teachers Associations; Prudence Penny, 
who, by the way, started her 15 year-long career 
on the Coast . . . is it any wonder that food, 
cosmetic and kindred products reap such rich 
profits from the Women’s Section? A household 
product, running in the three Hearst Sunday 
papers secured results at ONE-THIRD the cost 
of rotogravure. 
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SPORTS, AUTOMOBILE, MARCH.-OF- 
EVENTS sections are equally localized; equally 
profitable. A well-known national advertiser in- 
creased his sale of phonograph records by 75%; 
one of the largest distillers reported a 50% in- 
crease; 8 well-known makers of automotive 
products experienced sales results to warrant 
TRIPLING their use of space. 


There is no product which will not find a closer 

point of contact with local people through closer 

relationship of these highly localized Sunday 

papers. Study their coverage ... every other 

family in California and western Washington .. . 

eam the best base buy for your Coast 
es. 
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LOS ANGELES SAN FRANCISCO 
EXAMINER EXAMINER 


NATIONALLY REPRESENTED BY 
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Union Oil Opens 
Extensive Drive 


Los Angeles, Cal., April 18.—The 
Union Oil Company of California has 
released two extensive advertising 
campaigns in a drive to corral the oil 
and gasoline market in five Western 
states. 

Large space in more than 150 Pa- 
cific coast newspapers and represen- 
tative showings of 24-sheet posters in 
all leading cities of California, Ari- 
zona, Nevada, Washington and Ore- 
gon are being used to tell the story 
of the new summer grade “76” gaso- 
line. 

Monthly 1500-line copy will be in- 


terspersed with twice-a-week 140-line 
reminders in metropolitan dailies. 
Smaller space will be used elsewhere. 
In describing the merits of “76” for 
summer and vacation driving, the 
selling line, “Higher Anti-Knock 
Leader,” used by Union since “76” 
was introduced, will be retained. 

The second campaign, on Triton 
motor oil, appears concurrently in 
the same list of newspapers and on 
posters in the same cities. This 
campaign includes a series of color 
pages in the Pacific coast edition of 
The American Weekly, and color 
half-pages in the entire Associated 
Newspaper Color group. Twice daily 
spot broadcasts for seven weeks over 
approximately 20 stations have also 
been scheduled. 

Triton motor oil will also be adver- 


tised in a long list of trade publica- 
tions and certain regional general 
magazines, including Motorland, Sun- 
set, Westways, and Western units of 
the Graduate Group. The Union pro- 
pane solvent process will be the copy 
theme, 

The Los Angeles office of Lord & 
Thomas is in charge. 


G-M Buys Plant 


General Motors Corporation has 
purchased the Durant motor plant at 
Lansing, Mich., idle since the fall of 
1931. The plant will be used by 
Fisher Body Corporation for making 
Oldsmobile bodies, and the present 
Fisher plant will be taken over by 
Olds Motor Works. The change is 
being made following increased de- 
mand for Oldsmobiles. 


FULLER'S BOOK 
BRINGS LARGER 
SALES VOLUME 


Fills Gap Between Calls of 
Representatives 


Hartford, Conn., April 18.—Giving 
customers a chance to order mer- 
chandise between calls of the “Fuller 
Brush Man,” the Fuller Brush Com- 


Plus COLOR on the COAST 
m 1/,, Pages on SUNDAY 


So many advertisers have 
made outstanding sales-records with 
the shock factor of EXTRA COLOR 
in the regular black-and-white pages 
of our daily papers that. . . 


Extra color is now available ON 
SUNDAY, in the LOS ANGELES 
EXAMINER, SAN FRANCISCO 
EXAMINER and SEATTLE POST- 


INTELLIGENCER. 


half page, or larger, is acceptable in 
black, plus one extra color in Seattle 


a 
ato juice 


Any unit of one- 


ae _ Uatieaty ainda cints -on 
Stepwee sama cohen 4 


and two extra colors in California. 


Time and again it has been proved that 
for broadening distribution, gaining 


demand, or making 


special offers to 


consumers (contest, premium or “box- 
tops”) NO OTHER MEDIUM is more 
economical nor more profitable than 


these three popular 


Sunday newspa- 


IN March trade-papers we adver- 


tised that CALIFORNIA HOME BRANDS, using 
Color on the Coast, had distributed 100,000 sets of 
glasses from the above advertisement. 


We are advised that a correction should be made, 


for the figure has reached 150,000. As each set of 


And that is even more particularly 


true when the extra driving force of 
COLOR ON THE COAST is added. 


SEATTLE 


POST-INTELLIGENCER 


(Bees a RLS Sih i RR UR: MEG ANSE RI INS ABS. iN RES 5 EIT IE 
| HEARST INTERNATIONL ADVERTISING SERVICE 
Rodney E. Boone, General Manager 


1,200,000 from one 
“lived” for six weeks. 
COLOR ON THE COAST. 


glasses involves the purchase of eight (8) C-H-B 
products, the number of items sold is now over 
advertisement which has 
That is a fair example of 


NEW AUTHORITY 


ame, WHY AMERICA PREFERS BSUOWEISER... 
i 


WEBSTER’S 
DICTIONARY 
DEFINES IT- 


mattonal Dictiomary, just publinbed. 
You'll Gad it on Page 30. 


AUEEUSER.BUSCH + ST. Cours 
he ee 
eter pe te ee 
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Budweiser 


EVERYWHERE ® 


Anheuser-Busch makes capital out 

of the fact that Budweiser is de- 

fined in Webster's dictionary in 

this newspaper advertisement 

which appeared in many markets 
last week. 


pany has launched one of the most 
extensive direct advertising cam- 
paigns in its history, the distribu- 
tion to housewives of approximately 
one million manuals each month. 

The manual deals with beauty, 
health and housekeeping, and the 
parts brushes play in each. It is 
being delivered to homes throughout 
America by members of the Fuller 
organization, and supplants for this 
year other types of advertising for- 
merly employed by the company. 

William F. Honer, Fuller adver- 
tising manager, told ADVERTISING 
AGE that the results of the campaign 
to date have been highly satisfactory 
and that the program appears to 
have bridged the gap which hitherto 
existed in the direct selling field, 
since it helps the company to obtain 
business which develops between the 
calls of salesmen. 

The first section of the 32-page 
two-color manual is devoted to the 
care of the person for health and 
beauty. The editorial matter, pre- 
pared by leading magazine writers, 
deals with proper brushing of the 
hair, teeth, etc. The latter portion 
of the book describes new ideas in 
home cleaning. 

Editorial matter is illustrated with 
photographs of Fuller brushes in 
use. Various sets of Fuller personal 
and household brushes are shown in 
full-page photographs, with each 
brush numbered and described. 

In the center of the book is a com- 
plete price list of Fuller brushes, with 
two order blanks by which the cus- 
tomer may request the Fuller man 
to call at her home, or order mer- 
chandise direct from the nearest 
branch office. At the bottom of the 
blanks are listed the names and tele- 
phone numbers of various branches. 

In view of the size of the Fuller 
organization and its great number 
of branch offices, it was necessary to 
prepare separate lists for each terri- 
tory. For instance, the manual 
given to Texas housewives lists the 
branches in .Dallas, Houston, San 
Antonio, Corpus Christi, Fort Worth, 
and Waco. 

Aside from the branch listings, 
the manuals are identical for all 
sections of the country. Magazine 
style is followed in the book, with 
lavish use of the bleed principle in 
both illustrations and tint blocks. 
The book is 5% by 8% inches in size. 

The book stresses the Fuller policy 
of giving its salesmen full credit and 
commissions on orders received by 
mail from their territories. This 
emphasis is necessary because of the 
personal relationship existing be- 


tween Fuller salesmen and their cus- 
tomers. Housewives who make pur- 
chases regularly from the same sales- 
men might hesitate to send orders 
direct if they were not assured that 
_|the salesmen would receive full 


-|eredit, it is believed. 
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ADVERTISING AGE 


April 20, 1935 


ADVERTISING IN 
DAILIES UP 37% 
DURING MARCH 


New York, April 18.—Total adver- 
tising lineage in the newspapers in 
81 cities measured by Media Records, 
Inc., was 3.6 per cent greater in 
March of 1934, ApvyerTIsINGc AGE’S 
analysis of the Media Records fig- 
ures shows. While this increase is 
not remarkable, it must be remem- 
bered that March, 1934, lineage was 
more than 30 per cent greater than 
that of the same month in 1933. 

Advertising carried by the news- 
papers in the cities measured totalled 
155,875,989 lines in 1935, a gain of 
5,436,771 lines over the 150,439,218 
lines carried in 1934. 

An interesting indication of gen- 
eral conditions is the fact that classi- 
fied lineage showed the largest com- 
parative gain during the month, 
amounting to approximately 19.2 per 
cent. The 1935 total in this classi- 
fication was 24,478,301 lines, com- 
pared with 20,528,587 in 1934. 

Financial lineage gained 3.3 per 
cent, with 3,158,185 lines in 1935 and 
3,056,624 in 1934, a net gain of 101,- 
561 lines. 

Retail lineage changed little from 
last year, increasing by 853,759 lines, 
or slightly less than one per cent. 

General advertising did somewhat 
better, showing an increase of 774,- 
111 lines over the 28,210,728 carried 
in 1934, for a gain of 2.7 per cent. 

Automotive lineage, still suffering 
by comparison from its tremendous 
spurts of a year ago, dropped approx- 
imately 10.3 per cent behind last 
year’s figure, the total for this year 
being 7,684,839 lines, a loss of 880,- 
279 lines from the year before. 

Detailed figures for each of the 
cities measured are shown in the ac- 
companying tabulation. 


Changes Made on 


Cowles Publications 


W. H. Cowles, Jr., has been ap- 
pointed by his father, W. H. Cowles, 
publisher of the Spokane Spokesman- 
Review, Spokane Chronicle, and Pa- 
cific Northwest Farm Trio, as gen- 
eral manager of all Cowles publica- 
tions. 

The new general manager has ap- 
pointed Tom J. Turner as advertising 
director of the Spokesman-Review 
and the Chronicle. He has been man- 
ager of the Review-Chronicle general 
advertising bureau. L. A. Batchelor, 
who has been in the bureau under 
Mr. Turner, has been made bureau 
manager. 

G. W. Roche, who has been director 
of the retail advertising department 
of the two papers, has been made 
director of the home economics and 
civic activities division of the Re- 
view and Chronicle. Bert F. Lacy 
remains as manager of the retail ad- 
vertising division of both publica- 
tions. 

H. P. McAllister, formerly acting 
advertising manager of the Pacific 
Northwest Farm Trio, has been made 
advertising manager. J. J. Tierney 
continues as manager of the classi- 
fied division of the Review and 
Chronicle. C. A. Flanigan has been 
appointed assistant circulation man- 
ager of the Review and Chronicle by 
L. E. Dyer, circulation manager. 


IGA Appoints 
F. W. Brinkman 


F. W. Brinkman has been placed in 
charge of the candy buying and sales 
promotion department of the Inde- 
pendent Grocers’ Alliance, Chicago. 
Mr. Brinkman has been associated 
in a similar capacity with the Kro- 
ger Grocery and Baking Company for 
the past seven years. 

A campaign will be launched at 
once, to create a steady volume of 
candy business through IGA stores, 
through merchandising fresh candy, 
and developing proper display and 
advertising methods. 


Porzer to United 


Walter K. Porzer, senior member, 
Society of Industrial Engineers, 
charter member of the American 
Marketing Society and for 14 years 
in business as a marketing counselor 
as Walter K. Porzer Associates, Inc., 
has joined the United Advertising 
Agency, New York, as vice-president. 


Total 
(Including 

City Retail General Automotive Financial Classified — Legal) 
1935 1,327, 7,545 229,428 88,861 15,486 311,792 1,992,645 
Akron ....... 1934 1,363,627 213,175 66,147 11,222 230,457 1,898,584 
Dift —36,082 + 16,253 +22,714 = +4264 + 81,335 + 94,061 
1935 905,767 423,328 150,506 44,744 ~~ 1,847,042 
*Albany 1934 1,036,954 404,805 98,413 40,898 1,868,564 
Diff —131,187 + 18,523 + 52,093 +3,846 +3 __ —21,522 
1935 456,461 133,554 73,231 9,235 76,708 752,833 
Albuquerque.. .1934 391,742 116,228 104,625 12,305 90,197 721,004 
Dift + 64,719 +17,726 —31,394 —3,070  —13,489 + 31,829 
1935 = 1,302,494 421,159 114,976 37,060 348,662 2,231,485 
Atlanta ...... 1934 1,200,441 400,276 121,722 41,895 286,251 2,082,376 
Diff + 102,053 + 20,883 —6,746 —4,835 +62,411  +149,109 
1935 220,199 89,658 26,453 2,945 48,375 398,421 
1Atlantic City.1934 233,187 74,902 37,237 5,080 43,322 403,312 
Diff —12,988 +14,756 —10,784 —2,135 +5,053 = —4,891 
1935 1,858,302 654,266 137,243 78,218 534,047 3,290,287 
*Baltimore 1934 1,852,076 647,142 158,709 73,998 478,087 3,234,697 
Diff + 6,226 +7,124  —21,466 + 4,220 +55,960 + 55,590 
1935 937,128 312,575 78,896 41,623 159,649 1,532,593 
Birmingham ..1934 868,740 325,645 104,065 26,958 115,132 1,454,233 
Diff +68,388 —13,070 —25,169 +14,665  +44,517 — +78,360 
1935 2,743,506 1,073,876 195,812 115,258 586,096 4,763,181 
2*Boston ..... 1934 2,860,730 1,050,275 203,134 97,864 631,929 4,793,844 
Diff 117,221 + 23,601 —7,322 +17,394 + 54,167 —30,663 
1935 1,486,500 432,937 115,585 37,216 293,262 2,386,021 
Buffalo ....... 1934 1,842,155 454,126 153,174 55,147 285,972 2,311,534 
Diff +144,345 —21,189 —37,589 —17,931 +7,290 + 74,487 
1935 289, 489 113,103 29,047 7,402 83,288 551,839 
sCamden 1934 124,218 49,361 6,891 70,698 653,749 
Diff —11,115 —20,314 +511 +12,590 —101,910 
1935 637, 542 212,564 47,023 16,802 122,058 1,041,227 
Chattanooga ..1934 542,334 173,604 73,000 18,813 114,267 925,073 
Diff + 95,208 +38,960 —25,977 —z2,011 +7,791  +116,154 
1935 388,743 150,489 97,759 1,123,321 4,897,606 
*Chicago 1934 976,896 177,953 76,232 978,590 4,644,668 
Diff —79,153 —27,464 +21,527 +144,731 + 252,938 
1935 275,380 60,393 21,830 8,830 121,190 487,781 
Cincinnati 1934 198,205 43,635 19,730 4,872 86,870 353,323 
Dift + 77,175 + 16,758 + 2,100 + 3,958 +34,320 + 134,458 
1935 1,552,945 474,984 158,635 43,695 360,232 2,596,312 
Cleveland 1934 1,574,160 474,826 137,597 52,069 317,028 2,566,154 
Dif€ —21,215 +158 + 21,038 —8,374 +43,204 + 30,158 
1935 1,235,147 372,413 $5,808 289,878 2,081,147 
Columbus 1934 1,214,613 349,444 79,347 253,300 1,980,006 
Dift + 20,534 + 22,969 + 6,456 +36,578 —+101,141 
1935 1,859,524 445,430 99,224 390,035 2,877,420 
Dallas ....... 1934 1,688,470 377,703 149,136 326,266 2,602,994 
Diff +171,054 +67,727 —4#9,912 +63,769 +274,426 
1985 1,386,346 “315, 90,531 347,329 2,206,393 
Dayton ...... 1934 1,312,562 275,723 113,617 279,099 2,042,163 
__ Diff + 73,784 +39,603 —23,086 +4,088 +68,230 + 164,230 
1935 $13,891 239,225 68,290 17,907 259,577 1,427,278 
Denver ...... 1934 771,251 268,036 71,780 37,461 232,484 1,401,260 
Dift +42,640 —28,811 —3,490 —19,554 $27,093 +. 26,018 
1935 546,750 268,672 76,320 15,414 206,989 1,117,672 
Des Moines...1934 598,045 291,815 88,824 12,744 197,684 1,192,727 
Diff —51,295 —23,143 —12,504 + 2,670 +9,255  —75,055 
1935 1,916,486 725,887 165,653 59,309 764,866 3,634,347 
*Detroit ...... 1934 1,839,208 620,650 204,771 68,416 539,520 3,274,096 
__ Diff +77,278 +105,237 —%9,118 —9,107 +225,346 + 360,251 
1935 374,136 101,216 35,475 15,326 52,959 598,558 
Raston ....... 1934 363,901 95,357 30,506 12,857 47,694 563,630 
__ Dift + 10,235 + 5,859 + 4,969 + 2,469 + 5,265 + 34,928 
1935 519,985 175,707 80,617 4,213 158,456 943,230 
Bi Paso ..... 1934 582,093 160,831 98,593 6,752 131,058 981,369 
Diff —62,108 +14,876 —17,976 —2,539 +27,398 38,139 
1935 511,422 234,151 70,724 18,470 206,081 1,050,212 
UN: aia tore 1934 500,142 241,463 52,585 13,734 233,681 1,054,594 
___Dift +11,280 —7,312 +18,139 +4,736  —27,600  —4,382 
1935 970,794 212,802 60,027 26,925 158,255 1,436,591 
Evansville 1934 796,956 202,628 78,748 29,910 139,099 1,255,528 
Diff +173,838 +10,174 —18,721 —2,985 +19,156 +181,063 
1935 275,278 106,846 29,912 27,854 461,978 
Fall River 1934 258,583 102,877 35,554 33,045 446,437 
Dift 695 + 3,969 —5,642 —5,191 +15,541 
1935 232,287 50,477 144,399 1,316,685 
Ft. Wayne 1934 204,216 60,316 135,654 1,203,683 
Diff + 28,071 —9,839 +8,745 — +113,002 
1935 317,547 90,802 216,482 1,278,824 
Ft. Worth 1934 331,718 112,508 162,082 1,287,484 
Diff —14,171 —21,706 +53,400 —13,660 
1935 87,054 25,196 96,973 510,959 
Freeport- 1934 64,393 30,489 79,268 537,395 
Hempstead..Diff —67,141 + 22,661 —5,293 +17,705 — —26,436 
1935 "256.4389 55,404 14,070 $2,211 384,249 
Glens Falls ..1934 255,281 51,681 22,72 31,999 $83,037 
Dift +1,158 + 3,738 —8,650 +212 +1,212 
1935 488,961 215, 636 $3,996 886,934 
‘*Harrisburg.. .1934 401,202 202 77,712 865,717 
= Diff —-12,241 ; + 6,284 + 21,217 
1925 1,249,398 283,015 154,480 1,871,333 
Hartford 1984 1,147,521 26,064 89,229 160,315 1,794,587 
Diff + 101,877 —42"440 +19.460 —5,835 + 76,746 
1935 ~=«1,157, 686 301,971 107,851 389,305 2,014,515 
Houston ..... 1934 1,095,35 319,309 119,892 301,890 1,873,217 
Diff + 62.497 —11,931 +87,415 +141,298 
1935 1,514,659 , 435,030 2,483,693 
Indianapolis ..1934 1,438,341 389,604 2,344,836 
Diff + 76,318 + 45,426 G+ 138,8) 7 
1935. += 755,1: 202.744 1,380,803 
Jacksonville 193 210,123 1,199,210 
Diff —7,379 + 181,598 
1935 74,465 699,936 
Jamestown 1934 73,179 708,862 
Diff +1,286 —8,926 
SKansas City. .1935_ 14,488 178, 43 1,134,912 
1935 33,591 139,13 1,121,396 
Knoxville 1934 27,039 106,434 960,989 
Ditt + 6,552 +32,698  +160,407 
1935 — 20  ° 910, 170 3,716,680 
*Los Angeles..i1934 $2,012 5086 3.419.105 
Dift —81994 + 188-664 + 297,575 
1935 4,907 26,105 428,442 
Manchester 1934 3.583 26,676 405,253 
a Diff +1,324 —571 + 23,189 
1935 20,250 193,353 1,523,997 
Memphis 1934 18,453 160,519 1,371,113 
Diff +143,442 +1,797 +32,824 +152,884 
1935 1,276,680 97,381 43,163 473,447 2,365,544 
Milwaukee 1934 1,312,442 ,52 114,044 35,689 288,622 2,251,946 
Diff —35,762 —-10,820 —16,663 +7,474 +184,825 +113,598 
1935 1,260,310 375,605 130,418 39,038 316,630 2,136,819 
Minneapolis ..1934 1,188,017 373,868 143,404 20,131 297,681 2,045,967 
Dift + 72,293 + 1,737 —12,986 ee +18,949 + 90,852 
1935 1,732,330 658,967 112,114 2,652 316,710 3,000,823 
Montreal 1934 1,810,062 661,747 135,483 76. 470 287,953 2,999,306 
Diff —77,732 —2,780 —283,369 —138,818 + 28,757 +1,517 
1935 651,803 221,442 67,280 27,305 120,769 1,095,310 
*Nashville 1934 569,175 224,140 63,680 22,811 106,157 992,833 
Dift + 82,628 —2,698 + 3,600 + 4,494 +14,612  +102,477 
1935 1,390,094 340,438 $5,109 86,745 517,560 2,508,445 
Newark ...... 1934 1,487,477 344,007 125,450 41,164 294,774 2,374,615 
Diff —97,383 —3,569 —40,341 +45,581 +222,786  +133,830 
1935 1,591,098 481,260 118,876 19,242 495,176 2,771,605 
New Orleans...1934 1,485,186 414,667 136,625 43,649 418,571 2,601,470 
Diff +105,912 +46,593 —17,749 —24,407 +76,605 +170,135 
1935 5,507,814 1,874,547 211,236 313,604 1,001,560 8,945,000 
*New York ...1934 5,229,782 1,964,576 228,971 289,872 887,410 8,629,258 
Diff +277,532 --—90,029 —17,735 +23,732 +114,150 +315,742 
1935 707,619 203,626 $7,717 36,812 322,147 1,641,717 
Brooklyn ..... 1934 766,131 255,702 61,352 41,325 363,180 1,676,464 
Diff —-f8,612 —-52,076 + 6,265 —4,518 —41,033 —-34,747 
1935 402,074 69,796 28,194 5,513 36,225 556,305 
Niagara Falls.1934 381,207 69,835 19,235 9,941 23,156 528,856 
Diff + 20,867 —-39 + 8,959 —4,428 +13,069 + 27,449 
1935 894,515 329,656 103,876 23,531 249,561 1,603,353 
Okla. City ...1934 808,475 284,173 121,280 18,771 218,749 1,492,211 
Di + 48,040 +45,483 —17,504 + 4,760 +30,812 +111,142 


MARCH NEWSPAPER ADVERTISING LINEAGE FOR 1935 AND 1934 IN 82 LEADING CITIES 


Total 
(Including 
City Retail Jeneral Automotive Financial — Classified Legal) 
: 1935 636,309 251,054 67,798 18,348 348,523 1,342,884 
Oakland ...... 1934 629,731 104,880 22,901 319,786 1,329,150 
Dift + 6,578 —37,082 —4,553 + 28,737 + 13,734 
7 1935 1,109,697 101,525 14,210 194,215 1,725,100 
*Omaha .1934 911,769 81,559 14,548 204,251 1,527,616 
Dift + 167,928 ; 4+ 19,966 838  —10,036 + 197,484 
1935 1,291,007 Sa 10 85,587 25,252 257,125 2,073,986 
Peoria ....... 1934 1,372,050 350,165 100,912 20,612 202,541 2,072,081 
Diff —S1,043 +49,745 —15,325 + 4,640 +54,584 + 1,905 
19352, 685,388 893,954 149,078 79,191 761,278 4,581,649 
8Philadelphia..1934 2,889,27 1,063,633 209,168 84,111 637,360 6,017,384 
Dif! —317, 037 -—169,679  —60,099 —4,920 +123,918 —435,735 
1935 606,579 180,980 94,188 9,976 160,899 1,056,078 
Phoenix 1934 585,448 188,394 160,568 12,782 142,121 1,092,888 
Dift + 21,131 —7,414 —66,380 —2,806 +18,778 —36,810 
1935 2,104,472 572,718 126,082 33,148 448,939 3,395,084 
*Pittsburgh 1934 2,108,822 576,805 138,745 33,980 359,597 3,303,080 
Diff —4,350 —4,037 —12,663 —832 + 89,342 +92,004 
1935 868,812 374,02) 93,672 18,759 350,160 1,709,546 
Portland ..... 1934 726,953 344,778 117,636 33,101 288,057 1,514,424 
Diff +141,859 +29,243 —23,964 —14,342 +62,103 +195,122 
1935 1,106,524 343,837 134,181 64,186 279,102 1,982,138 
Providence .1934 = 1,177,035 340,386 108,230 58,092 242,007 1,983,191 
Diff —70,511 + 3,451 + 25,951 +6,094 + 37,095 —1,053 
1935 903,984 218,310 71,925 20,693 143,705 1,383,239 
Reading ...... 1934 903,524 223,656 74,296 11,529 120,261 1,376,645 
Diff +460 —5,346 —2,371 +9,164 + 23,444 + 6,594 
1935 ~—-:1,046,972 £68,996 86,250 33,016 225,872 1,679,551 
Richmond .1934 877,251 235,758 80,802 33,794 199,901 1,449,555 
Diff +169,721 + 33,238 +5,448 —778 +25,971 +229,996 
"1935 —-1,430,737 448,971 119,362 61,139 377,778 2,459,233 
*Rochester .1934 1,417,177 442,394 153,18) 66,872 302,062 2,417,611 
Dift + 13,560 +6,577 —33,818 —5,733 + 75,716 + 41,622 
"1935 ~—«1,779,651 502,785 115,072 34,764 541,591 2,993,558 
St. Louis ..... 1934 1,544,224 469,561 137,778 44,553 480,672 2,685,967 
Diff + 235,427 +33,224 —22,706 —9,789 +60,919 + 307,591 
1935 764,989 $21,176 97,636 21,054 220,109 1,479,024 
Salt Lake City. 1934 819,938 313,907 117,458 45,986 209,021 1,518,868 
Diff —54,949 +7,269 —19,822 —24,932 +11,088 —39,844 
1935 938,561 393,895 144,105 35,467 329,022 1,873,992 
*San Antonio..1934 864,463 352,596 126,381 32,383 263,482 1,649,657 
Diff + 34,006 —2,973 —25,675 —2,663 +108,019 +134,739 
1935 938,561 398,895 114,405 35,467 329,022 1,873,992 
San Diego ...1934 860,479 329,438 158,102 49,676 298,672 1,718,178 
Diff + 78,082 +64,457 —13,997 —14,209 +30,350 +155,814 
1985 1,359,846 639,546 162,275 71,645 742,574 2,999,846 
*San Francisco.1934 1,297,924 628,206 208,288 80,553 656,910 2,898,396 
Dift + 61,922 +11,340 —46,013 —8,908 +85,664 +101,450 
1935 879,874 440,165 113,646 24,993 493,856 1,954,786 
Seattle ....... 1934 916,541 395,001 183,451 42,363 409,564 1,953,539 
Diff —36,667 +45,164 —69,805 —17,370 + 84,292 +1,247 
1935 484,558 163,224 36,205 5,958 101,396 
7Sioux City....1934 467,569 185,246 39,454 1,382 113,664 
Diff +16,989 —22,002 —3,249 +4,576 —12,268 
1935 757,319 197,906 49,925 23,166 179,784 
South Bend...1934 $12,386 186,126 64,444 27,382 127,206 
Diff —55.067 +11,780 —14,519 —4,116 + 52,578 
1935 577,899 278,514 78,102 26,540 209,543 1,171,474 
Spokane ..... 1934 628,368 228,187 116,461 25,765 157,490 1,061,530 
Dift + 49,531 +45,327  —38,359 +775 +52,053 +109,944 
1935 1,099,049 416,714 $8,280 5,077 302 587 2,168,408 
*Syracuse .1934 1,186,492 349,270 129,498 39,375 2,136,457 
Diff —87,443 +67,444 —2,218 + 15,702 +45, 350 + 31,951 
1935 504,713 229,317 63,164 15,469 239,189 1,053,369 
Tacoma ...... 1934 473,029 207,842 85,043 17,333 210,396 998,282 
Diff + 31,684 +21,475 —21,879 —1,864 + 28,793 + 55,087 
1935 977,207 266,367 91,302 30,659 162,017 1,633,092 
Toledo 1934 997,178 227,517 87,085 25,9C1 163,860 1,418,865 
Dift + 70,029 + 38,850 + 4,217 +4,758 —1,843 +114,227 
1935 1,787,541 668,412 179,001 66,723 725,496 3,442,953 
Toronto ...... 1934 1,808,657 692,115 143,876 135,010 684,578 3,474,169 
Diff —21,116 —24,203 +35,125  —68,787 +40,918 —31,216 
1935 409,544 152,861 48,605 19,369 52,360 696,082 
Trenton ...... 1934 413,754 109,645 42,935 15,363 48,481 640,550 
Diff —4,210 + 43,216 + 5,670 + 4,006 + 3,879 + 55,532 
1935 774,395 206,579 69,898 23,019 187,638 1,265,641 
WO. ak vies os 1934 788,983 221,552 80,715 14,077 202,614 1,312,697 
Diff —14,598 —14,973 —10,817 +8,942 —14,976 —47,056 
= ‘1935 2,775,652 729,703 220,312 125,165 722,443 4,635,399 
*Washington .1934 2,309,843 700,844 173,134 91,809 364,570 3,918,591 
Diff + 465,809 + 28,859 + 47,178 +33,356 +157,873  +716,808 
1935 1,613,711 457,22 172,757 103,594 286,043 2,769,618 
Westchester 1934 1,923,681 349,734 198,026 68,135 282,840 2,992,494 
Group ...... Diff —209,970 +107,494 —25,269 + 35,459 +3,203 —222,876 
“1935 960,144 366,564 154,514 21,346 309,059 1,815,768 
Wichita ...... 1934 826,263 304,073 101,336 17,693 254,760 1,508,018 
Diff +133,881 + 62,491 + 53,178 + 3,653 +54,299  +307,750 
1935 1,618,670 316,891 89,887 46,429 146,370 2,255,773 
Wilkes-Barre..1934 1,614,029 321,357 100,535 31,042 137,653 2,229,285 
Dift +4,641 —4,466 —10,648 +15,387 +8,717 + 26,488 
1935 920,753 290,724 108,140 29,619 168,748 1,558,433 
Worcester .1934 906,055 286,685 104,974 20,471 154,951 1,502,625 
Diff + 14,698 + 4,039 + 3,166 +9,148 + 13,797 + 55,808 
wa 1935 $20,861 198,041 81,910 32,356 173,197 1,316,724 
Youngstown. ..1934 643 469 197,328 61,632 16,125 115,179 1,041,005 
Diff +177,392 +713 + 20,278 +16,231 +58,018 + 275,119 
“ie ni 1935 89,5 28,984,839 7,684,839 3,158,185 24,478,301 155,875,989 
°Totals ....... 1934 $8,659,345 28,210,728 8,565,125 3,056,624 20,528,587 150,439,218 
Diff +853,759 +774,111 —880,279 +101,561 +3,949,714 +5,436,771 
**American Weekly” lineage included. 
1“Press Union,’’ morning and evening, sold only in combination. Lineage of one 
edition, morning, is shown. 
2“Globe,’’ morning and evening, sold in combination. Lineage of one edition, 
evening, is shown. 
%“Courier,” evening, and “Post,” morning, is sold in combination. Lineage of 


“Courier” only is shown. 


4*Evening News” carries the same amount of advertising as the ‘‘Patriot.” 


SFigures supplied by publishers. 
combination. Lineage of “Star” 


is shown, 
is an all-day paper. 


ing edition only 
7 Journal,” 


which discontinued publication April 15, 
*Kansas City 


“Star,” evening, 
only is shown, 
6“Tennesseean,”’ morning and evening, sold in combination only. 


and ‘'Times,’”’ morning, sold in 


Lineage of morn- 


One edition only is measured, 
81934 figures include the advertising of the ‘Morning Ledger” 
1934. 

figures not included in these totals. 


and “Sunday Ledger” 


—Media Records, Incorporated. 


Reviews a Century 


Celebrating its 100th anniversary, 
the American Crayon Company, San- 
dusky, O., has devoted the February- 
March issue of its house organ, 
“Everyday Art,” to a description of 
the company’s history, and the prog- 
ress of American industry from early 
utility to modern efficiency and 
beauty. Changes in merchandising, 
home design, and packaging are pic- 
tured. 


Paint Maker Appoints 


Advertising - Business Company, 
Fort Worth advertising agency, has 
been selected to handle the advertis- 
ing of Collins-Davoust Paint Mfg. 
Company, Dallas. 


Photo Firm Moves 


Photographic Illustrators will move 
to greatly enlarged quarters at 12 
E. 38th St., New York, May 1. 


General Mills 


Names Knox Reeves 


General Mills, Inc., Minneapolis, 
has appointed Knox Reeves Advertis- 
ing, Inc., Minneapolis advertising 
agency, to handle advertising copy on 
baker’s bread, the Betty Crocker ra- 
dio program, trade paper, and certain 
experimental advertising, effective 
June 1. 

This appointment makes no change 
in the present agency relationship 
with Blackett-Sample-Hummert, Inc., 
Chicago, which will continue to han- 
dle advertising of Gold Medal Kit- 
chen-Tested flour, Wheaties, Bisquick 
and Softasilk. 


To Ask Reinstatement 


The board of governors of the Ad- 
vertising Club of Kansas City has 
voted to apply for reinstatement in 
Advertising Federation of Amer- 
ca. 
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Information 
forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 


ing them, or through ADVERTISING 
AGE. 
No. 742. The National Market. 


Brand preferences of subscribers to 
National Home Monthly, in respect to 
their purchases of 90 kinds of prod- 
ucts, are shown in this presentation 
of a coast-to-coast survey, said to be 
the most comprehensive consumer 
survey ever made in the Dominion of 
Canada. 


No. 743. Cream of the Crop. 

Columbia Broadcasting System has 
gathered together, in one pithy 
pamphlet, key statistics on radio. 
These include data on radio listening 
by income levels, actual listeners to 
CBS sponsored programs, the influ- 
ence of radio advertising on the sale 
of goods, the Harvard eye vs. ear 
test, CBS coverage of markets, and 
sale of radios by states in 1934. 


No. 744. Consumer Analysis of the 

Greater Milwaukee Market. 

The 1935 edition of the Milwaukee 
Journal’s consumer analysis presents 
a picture of current buying habits of 
Greater Milwaukee families. The 
data covers the brands and quantities 
used, and also gives store distribu- 
tion of the various products by 
brands. 


No. 745. Skeptic Skinner Finds the 
Fewest Falls Make the Best Stand- 
ing. ; 
To provide data for Skeptic Skin- 

ner, the cynical space buyer, investi- 

gators asked druggists in 133 cities 
the name of the trade publication or 
magazines they receive, and the 
name of the one preferred. This 

American Druggist booklet gives the 

answers. 


No. 746. Grocery Route List. 

A booklet issued by the Florida 
Select List of newspapers, giving 
names and addresses of groceries in 
ten Florida cities. 


No. 708. Good Housekeeping Cele- 
brates Its 50th Anniversary. 


The editorial bill of fare for the 
May, 1935, issue of Good Housekeep- 
ing is offered for inspection in this 
brochure, as well as special services 
available to advertisers in the golden 
anniversary number. Among edi- 
torial features will be an article re- 
viewing the history of advertising 
over the past 50 years, designed as 
a “timely and sound rebuttal to the 
unreasoning critics of advertising 
and advertised merchandise.” 


No. 687. Between—. 

This presentation compares circu- 
lation of Grit with the circulation of 
five other magazines in 54 towns 
between Erie and Harrisburg, Pa. 
Emphasis is placed on the major 
market existing between urban cen- 
ters. 


No. 672. Show Now Going On. 


The New York Daily News dresses 
up circulation statistics in unusual 
fashion. Humorous copy and use of 
comic illustrations in color achieve 
a high degree of readability for this 
booklet, which presents comparative 
data on New York dailies’ circulation 
in that metropolis and suburbs by 
borough, districts, towns and coun- 
ties. 


No. 733. The House that Radio Built. 

O. B. Hanson, chief engineer of the 
National Broadcasting Company, tells 
the story of the experience and re- 
search which went into the building 
and equipping of the NBC studios in 
the RCA Building, Rockefeller Cen- 
ter, New York. 


739. The Woods Are Full of Eza- 
perts, But—! 


Ross Federal Research Corpora 
tion summarizes the types of research 
service it is equipped to provide, 
maps the extent of its organization, 
and explains how research can help 
solve merchandising and advertising 
problems. 


Roberts, Reimers 
Start New Agency 


Roberts and Reimers, Inc., a new 
advertising agency, has opened offices 
at 551 Fifth Ave., New York. 

Melvern H. Roberts, for five years 
executive vice-president of Kerr, Mc- 
Carthy and Roberts, Inc., is presi- 
dent and treasurer, 

Robert P. Reimers, for the past 
four years account executive and art 
director of the same agency is sec- 
retary. L. Kohler is vice-president. 


Peterson to KNX 


Elmer Peterson, formerly associ- 
ated with Paul Block & Associates, 
has been made national advertising 
manager of station KNX, Los An- 
geles. 


Bakers Will 
Study Methods 
Of Promotion 


Atlantic City, N. J., April 18.—Ad- 
vertising methods are scheduled for 
study and debate, in the light of 
NRA code problems and strenuous 
competition from other foods, when 
the Bakery Sales Association holds 
its annual conference here April 
28-30. 

New specialties and novelties to 
whet the appetite of the buyer of 
bread will also be considered. It is 


expected that about 300 will attend 
the meeting. 

W. E. Doty, manager of the bakery 
division, products control depart- 
ment, General Mills, Inc., will dis- 
cuss stimulation of sales with spe- 
cialty breads. 


McPherson Moved Up 
by “Cleveland Press” 


Harry Camp, recently on the staff 
of station WHK, and prior to that 
associated with the Cleveland News, 
has joined the national advertising 
department of the Cleveland Press, 
in charge of food advertising. 

Mr. Camp replaces Leo. A. McPher- 
son, who has been promoted to assis- 
tant general advertising manager. 


Ridgways Plans 
Intensive Drive 


An intensive advertising campaign, 
to include close merchandising co- 
operation with dealers, is planned by 
Ridgways, Inc., United States sales 
agents for Ridgways teas, Ammo 
washing powder, and Skour-Pak steel 
wool brush. The company also plans 
to increase its sales staff. 

Ridgways, Inc., will move on May 1 
from 60 Warren St. to new and 
womne quarters at 230 West St., New 

ork. 


Hyde with “Today” 
Fillmore Hyde, formerly with 
News-Week, and previously with the 
New Yorker, has been appointed ex- 
ecutive editor of Today, New York. 
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Balhtut sales up 23% since Jtedbook adds hooklenglh novel 
There has been some congestion in most families since Red- 
book thickened up its magazine with a $2.00. book-length’ 
novel every issue. Naturally, it’s hard to print a full maga- 
zine, then add to it a 50,000-word book, without increasing 
the reading time per. individual. And when these first-run 
novels are by Vicki Baum, Sir Philip Gibbs, Hugh Walpole 
and such, Redbook is on the reading shelf for months. A 
magazine that’s as valuable as a book doesn’t get thrown 


away. When you advertise in Redbook, your advertisement 
is thumbed over and over again. Your advertisement is 
seen by the whole family, husbands and wives as well. You 
can tell your story to women, for example, four for a penny, 
husbands free. For $1,740 your page goes to 725,000 
families. Your advertisement is seen more and worth more 


in Redbook. 


REDBOOK—the magazine plus a book-length novel 
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Finds Demand 
For Color Is 


On Increase 


Philadelphia, Pa., April 18.—The 
use of color in department store ad- 
vertising is being given increasing 
consideration by the better stores, as 
evidenced by a survey conducted by 
Retail Ledger. 

The magazine queried 50 depart- 
ment store advertising managers on 
the growth, present use and future of 
multi-color, and its costs, limitations 
and advantages, reporting its findings 
in the April issue. 

In 300 cities there are newspapers 
equipped to give one color in addition 
to black, it was found. Exclusive of 
flatbed work, color circulars, and spe- 
cial sections, 25 papers are equipped 
to give two colors, another 25 able 
to offer three colors, and only six 
with four colors, in addition to black, 
according to the magazine. 

Chicago stores use more color than 
in any other city. The premium for 
color was found to range from eight 
per cent in one city to almost 100 per 
cent in another city. 

Advertised in color, in order of fre- 
quency, are women’s apparel; acces- 
sories, bags, and hosiery; furniture; 
home wares, furnishings; institu- 
tional copy; refrigerators, radios, 
toys; men’s clothing; dress goods; 
any sufficiently colorful merchandise; 
“products in which name or charac- 
teristics should be put over in head- 
line style.” 


“Review of Reviews” 
Appoints Royer 


Glenn Royer, formerly advertising 
manager of The Clevelander, pub- 
lished by the Cleveland Chamber of 
Commerce, and former representa- 
tive for the Manufacturers’ Record, 
has been made representative for the 
Review of Reviews, in Ohio, Mich- 
igan, and western Pennsylvania. 

Mr. Royer will continue to repre- 
sent Brewers Trade Journal in the 
same territory. Arthur Chapin has 
been reappointed Review of Reviews 
representative in New England. Mark 
Selsor continues as Western man- 
ager, at Chicago. 


Live Canary Acts 
as Singing Salesman 


A four-color counter display con- 
taining a real “singing salesman” has 
been made available to dealers by the 
Max Geisler Bird Company, New 
York, maker of Geisler tested bird 
foods. 

In a special draft-proof cage, a 
live canary calls attention to the bird 
food displayed below it. The dis- 
play and cage are given free to deal- 
ers, and the birds at cost, with a 
special deal. Geisler advertising is 
handled by Fishler, Zealand & Co. 


Publicizes Refrigerators 


The St. Louis Star-Times published 
its first annual electric refrigerator 
section March 29. The section is said 
to be the first instance of use of that 
industry as the basis for a special 
news and advertising section, com- 
parable to the annual automobile 
numbers of newspapers. 


INTERNATIONAL 
Advertising Papers 


TICONDEROGA 


English Finish, Eggshell, Text, Vellum 


CHAMPLAIN 
English Finish, Eggshell, 
Supercalendered, Text 


SARATOGA 
English Finish, Eggshell, 
Supercalendered, Antique Laid 


LEXINGTON OFFSET 


Standard and Nine Fancy Finishes 


INTERNATIONAL 


PAPER (ge COMPANY 
220 East 42nd St., New York, N.Y. 


HORSE OUT OF 
FARM PICTURE; 
TRACTORS BOOM 


Chicago, April 18.—The_ tractor 
boom which has startled farm equip- 
ment manufacturers during the last 
90 days can be explained by a simple 
problem in arithmetic, according to 
experts. In 1885, the population of 
the United States was 56,658,347. In 
1935, it is more than twice that much. 
In 1885, there were about 12,000,000 
horses to aid the farmer in produc- 
ing enough food to feed the country. 
In 1935, the number is about the 
same. Animal power has become in- 
adequate to produce the country’s 
foodstuffs. 

Though this trend has been ob- 
vious for some time, it was only in 
the comparatively recent past that 
the farmer gained the purchasing 
power to enable him to dispense with 
the outmoded horse and turn to 
mechanical power. And when he did 
open his purse strings, he did so with 
such enthusiasm that tractor manu- 
facturers are working night shifts 
to catch up with the pent up de- 
mand which has suddenly burst its 
dams, while their advertising depart- 
ments are also burning the night oil 
in order to make deadlines with 
tractor copy. 


Horses in Decline 


From 1885 to 1919, the number of 
horses on farms increased steadily, 
the peak figure being 21,563,000. 
Since 1918, the decline has been con- 
tinuous and Jan. 1, 1935, according to 
the Department of Commerce, saw a 
return to the 1885 figure. In addi- 
tion to 11,827,000 horses on farms 
Jan. 1, there were also 4,795,000 
mules. This number has not changed 
greatly over several decades. 
There is another interesting clue 
to the current high demand for trac- 
tors. The average age of the 11,827,- 
000 farm horses is 12 years, which 
means that the working days of these 
animals are numbered. Still another 
factor is high cost of feed for ani- 
mals. Breeding of farm horses has 
almost ceased. 

Greatest tractor demand centers 
around the baby variety selling as 
low as $600. “The modern tractor 
will do everything but take care of 
the baby,” as one observer put it. It 
plows, plants, saws wood, grinds 
feed, and hauls produce to the mar- 
ket. All it asks in return is reason- 
able care and a ration of gasoline 
and oil. 

In some sections, large tractors are 
being bought for the use of whole 
neighborhoods. This is an extension 
of the “custom” idea which was used 
in harvesting for so many years. The 
ideal tractor for any farm property 
depends on the crops being culti- 
vated. Wheat takes care of itself 
after it is planted, while such crops 
as potatoes require constant cultiva- 
tion and spraying. 


British P. O. Wages 


Successful Campaigns 


Sir Kingsley Wood, British Post- 
master-General, has disclosed that 
air mail traffic has shown a gain of 
70 per cent in the past year, over 
the previous 12 months, as a result 
of the publicity campaign conducted 
by the Post Office. 

Since telephone rates were re- 
duced by the Post Office, and follow- 
ing widespread advertising in paid 
space in newspapers, 200,000 new 
subscribers have been obtained, he 
said. Telephone calls after 7 p. m. 
have also increased, as a result of 
advertising of lower rates. 


Stephens to ‘‘Sunset’”’ 

Richard Stephens, well-known Pa- 
cific coast commercial artist, and 
director of the Academy of Adver- 
tising Art, San Francisco, will be- 
come art director of Sunset Magazine 
on May 1, devoting his full time to 
that publication. 


Two Hotels Appoint 
Craven & Hedrick, New York, have 
been appointed by Bon Air Lodge, 
Lake Hopatcong, N. J., and Howell 


Buys Canadian Firms 


The London Shipping Containers, 
Ltd., London, Ont., and Canadian 
Containers, Ltd., Windsor, Ont., have 
been acquired by Robert Gair Com- 
pany, Inc., New York. The two Ca- 
nadian corrugated shipping case and 
container factories will be continued 
under their present management. 


Change Program Time 


“Sally of the Talkies,” the drama 
program sponsored by Luxor, Ltd., is 
now being heard each Sunday from 
2 to 2:30 p.m. EST, over the NBC- 
WEAF network. The change in time 
was made April 14. Formerly the 
program was heard from 3 to 3:30 
p.m. 


Leaves Good Luck 


James H. Morton, formerly divi- 
sion sales manager of the Good Luck 
Food Company, Inc., Rochester, N. 
Y., maker of Good Luck desserts, has 
succeeded the late Frank Karnatz in 
the latter’s food brokerage business 
at 185 Devonshire St., Boston. 


Board Selects Agency 


Southeastern Development Board 
has selected Gottschaldt-Humphrey, 
Inc., Atlanta, to make a market anal- 
ysis and prepare a national adver- 
tising program planned for the states 
of Alabama, North and South Caro- 


Rit’s Hints on 
Making of Rugs 
Prove Popular 


Chicago, April 18.—Using only 40- 
line space, Rit Products Corpora- 
tion’s magazine offer of a free book- 
let on the making and dyeing of 
hooked rugs has drawn 30,000 coupon 
requests to date. 

Believing that the fashion for mak- 
ing hooked rugs was growing stead- 
ily, the company decided upon a spe- 
cial promotion of Rit dyes for the 
dyeing of the rugs, aside from the 
ordinary uses for Rit dyes. Tests 
were made last year, and a booklet, 
“The A B C of Hooked Rug Making,” 
was prepared. 

The booklet contains practical 
hints for the making of the rugs, 
ideas for design, information regard- 
ing materials, and ways to obtain dis- 
tinctive colors with Rit dyes. 

The list of magazines included 
Farmer’s Wife, Household Magazine, 
Holland’s Magazine, Needlecraft Mag- 
azine, Southern Agriculturalist, and 
Woman’s World. The special promo- 
tion was conducted in February, 
March and April, preceding the main 


Chicago, is the agency handling Rit 
advertising. 


Name Bakers’ Bureau 


The Bakers’ Consulting Bureau, 
Chicago and South Bend, has been 
appointed to handle advertising of 
The Milprint Products Corporation, 
Milwaukee, package merchandising, 
and the Dawn Donut Company, Jack- 
son, Mich., prepared flour mixes. 


New Card for WCAU 


Station WCAU, Philadelphia, has 
issued a new rate card, No. 14, effec- 
tive May 1. An hourly rate has been 
established. An extra discount of 
ten per cent, made when contracts 
are allowed to run for 52 consecutive 
weeks, is announced. 


Hotel Selects Rossiter 


Ralph Rossiter, Inc., New York 
advertising agency, has again been 
appointed to handle advertising and 
promotion for the Hotel St. George, 
Brooklyn. The agency previously 
— the account from 1929 to 
1 > 


Auto Buying Studied 
Chatelaine, Toronto, has published 
a booklet entitled “The Answer Is 
74 Per Cent,” a summary of an in- 
vestigation made to determine the 


degree of influence of women in the 
purchase of automobiles. 


lina, Florida, Georgia, and Virginia.| Rit campaign. Earle Ludgin, Inc., 


Look to These Women for the 


BIGGEST SPENDING 
INCREASE Per Woman 


Their Spendable Income Is 
Nearly Twice What it Was 
Two Years Ago... And 
They’re Going to Spend It. 


T’S not in cities and towns that you'll find families 
with spendable incomes nearly twice as big as they 
were two years ago. Look to the farm homes for 
the fast-growing incomes that mean fast-growing sales 
areas! 


Taxes and mortgage interest are down an estimated 
350 million dollars on the farm. Farm product prices 
are up—from 20% to 150% depending on the product. 
Over a billion dollars more in hard spendable cash is 
going into farm family bank accounts than two years 
ago. 


Bigger Sales for All Items 


The women who spend the money of those farm 
families have been all but waiting for the last five years 
for new merchandise! And now they have the money 
to make those long overdue purchases. They’re going 
to spend it for every conceivable item—in fact, they’re 
doing that spending right now. They’re buying new 
stoves and new furniture and new rugs for their homes. 
More packaged, branded foods for their families. Cos- 
metics—hand lotions, face creams, powders, lipsticks 
for themselves—for farm women are women first and 
foremost. They’re just as interested in being beau- 
tiful as any urban maid or matron. 


And these few suggested items aren’t even a fair 
start on the number of lines which are finding their 
fastest-growing market in the towns where farm 
women trade. What have you to sell to women or to 
families? Farm women want to buy it! 


The FARMERS 


WEBB PUBLISHING CO. 


House, Westhampton Beach, Long 
Island. . 


St. Paul, Minnesota 
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April 20, 1935 


ADVERTISING AGE 


Ira Randall Joins 
Continental Distilling 


Ira Sturgis Randall, general sales 
manager of the frosted foods division, 
General Foods Corporation, has re- 
signed to become sales manager of 
the Continental Distilling Corpora- 
tion, Philadelphia. 

Mr. Randall served two terms as 
president of the Sales Executives 
Club of New York, and is one of the 
founders of the American Legion. In 
connection with his new work, Mr. 
Randall stated that Continental will 
oppose any effort “to make drinkers 
out of non-drinkers.” 


Leaves Ayer 


Frederick N. Dodge is no longer 
associated with Harriet Hubbard 
Ayer, Inc., beauty preparations, New 
York, of which he was formerly sales 
manager, according to Lillian S. 
Dodge, president. 


Gets Ka-Bar Account 


The Union Cutlery Company, Ol- 
ean, N. Y., maker of Ka-Bar knives, 
has placed its advertising account 
with Everett L. Bowers, Inc., Buffalo. 


“Bookbinding” Moves 


Bookbinding Magazine has moved 
from the General Motors Bldg. to the 
Guardian Life Bldg., 50 Union 
Square, New York. 


Lelong’s Stunt 
In Theater Ads 


Wins Attention 


New York, April 18—Tying up 
the new Opening Night perfume with 
the interests of New York theater- 
goers, Lucien Lelong, Inc., Chicago, 
has been successful in attracting un- 
usual attention to its product. 

On the day that a premiere of a 
new play is to be staged in New 
York, an advertisement of the per- 
fume is placed amid the theater ad- 
vertisements in New York news- 
papers. This plan has been fol- 
lowed by Lelong in New York for 
several months, with good effect. 

The Lelong advertisement, in 78- 
line space, headed “Tonight Is Open- 
ing Night,” gives the name of the 
new play. The words, “Opening 
Night, a dramatic new perfume by 
Lucien Lelong,” are shown in elec- 
tric lights above a theater marquee, 
in an illustration centered in the 
advertisement. A typical insertion 
in the special campaign advises the 
reader “to wear Opening Night and 
feel like the star of the perform- 
ance.” 

The advertising is regarded as 


having particular value since theater- 
goers are considered excellent pros- 
pective customers for the product. 

Earle Ludgin, Inc., Chicago, han- 
dles Lelong advertising. 


Morse to Direct 
Wool Campaign 


Ernest C. Morse, for the past six 
years associated with American Bem- 
berg Corporation, has been made gen- 
eral director of the recently formed 
organization, Associated Wool Indus- 
tries, with offices at 386 Fourth Ave., 
New York. In his new position, he 
will have charge of the promotion 
campaign for wool. 

Theodore Wood, formerly associa- 
ted with the North American Rayon 
Company, has been appointed adver- 
tising manager in charge of promo- 
tion of the American Bemberg Cor- 
poration, succeeding Mr. Morse. 


Polk Adds Two to 
Direct Mail Staff 


Frank J. McGinnis, formerly with 
Roger Williams of Cleveland and 
United States Advertising Corpora- 
tion, Toledo, has been added to the 
staff of the direct mail division of 
R. L. Polk & Co. at Detroit. 

Frank J. Mooney, formerly with 
Timken Silent Automatic Company, 
Detroit, and D’Arcy Advertising 
Company, St. Louis, has also joined 
the division. 


THE ONLY MAGAZINE 


TO ME ON EVERY 


PAGE! 


23 


The Only Women’s Magazine Written 
Exclusively for Farm Women 


Selects the Richest Single 
Million Farm Homes! 


Concentrated in the 1289 Rich County Market 


N all this market where incomes 

are growing faster than anywhere 
else in the world, there is only one 
magazine really written for the 
women you want to reach. Literally 
a score of women’s magazines, edited 
for the urban woman, dispute for 
coverage of the urban and small town 
families, sending only a minor frac- 
tion of their circulation into the rich 
farm areas. 


Only one woman’s magazine—THE 
FARMER’S WIFE—is written for 
the 40% of American families, who 
live on farms and in towns under 


WIFE 


And what is more, 


THE 


FARMER'S WIFE 


FARMER’S WIFE’S circulation ef- 
fort is intentionally concentrated in 
the 1289 farm counties which own 
the major part of all farm wealth. 
THE FARMER’S WIFE is never 
“clubbed” or “premiumized”; it is 
sold only under this unique “con- 
trolled circulation” plan which weeds 
out low buying power at the start. 


Find out now how to get real 
coverage.in this market where the 
fastest sales-growth is to be found. 
Write or wire the nearest FARMER’S 
WIFE office. 


THE WOMAN’S MAGAZINE 
WITH FASTEST GROWING 


READER INCOME 


REPRESENTATIVES: 


NEW YORK, 405 Lexington Ave. 


CHICAGO, 307 N. Michigan Ave. 


ST. PAUL, 55 E. 10th St. 


SAN FRANCISCO, 155 Montgomery 


CIRCULATION 


1289 RICHEST 
FARM COUNTIES 


See how The Farmer's Wife's circulation 
matches the 1289 rich f: counties? 
Here’s proof that our circulation plan of 
“controlled buying power’’ really works! 


NEW. CHICAGO HOME FOR PHOTOGRAPHERS 


@ 


Architect's sketch of new Chicago studio for Underwood & Under- 
wood, which will be occupied May |, when alterations are com- 


pleted. The building is at 237 E. Ontario St. 


New Underwood 
Studio Adopts 
Hollywood Idea 


Chicago, April 18.—Cat walks, trap 
doors and other facilities for shoot- 
ing photographs from unusual an- 
gles will feature the new Underwood 
& Underwood studios at 237 East On- 
tario St., to be occupied May 1. 

The entire building has been re- 
modeled to meet the requirements of 
advertising photography, now said to 
parallel those of motion pictures. 
The structure has been converted 
into what is virtually a Hollywood 
set, in which any scenario may be 
brought to life with fidelity. 

Another interesting feature of the 
new studio is the arrangement for 
automobiles to enter under their own 
power. Since the modern motor car 
is in demand not only among auto- 
motive advertisers, but a host of 
others who consider it an indispen- 
sable part of the background, the 
new studio disposes at a stroke of 
what was formerly a harassing prob- 
lem. 

Unusual perspectives and lighting 
effects have been designed jointly by 
John Paul Pennebaker, chief camera- 
man, and Leola Woodbury, stylist, 
for the Chicago branch. 

“The new studio has been devel- 
oped to extend the range of possi- 
bilities in production of commercial 
photographs,” said C. T. Underwood, 
president of the company. “It will 
simplify the mechanics of photog- 
raphy so immensely that the adver- 
tiser and illustrator will be limited 
only by their own conceptions. The 
imagination is no longer fettered by 
the inadequacy of physical facilities.” 


Honors “Chronicle ;” 


Radio Effort Enlarged 


The San Francisco Chronicle has 
been awarded the trophy given by 
the Westco Advertising Agency, San 
Francisco, to the Pacific coast news- 
paper reproducing Sperry Flour Com- 
pany color advertisements most faith- 
fully and realistically during 1934. 
The decision was made by a com- 
mittee selected by the Association of 
Newspaper Color, Inc. 

The Sperry Flour Company has 
released a new and enlarged radio 
campaign over the Pacific coast NBC 
network. The time of the Martha 
Meade program starring Hazel War- 
ner, contralto, has been increased to 
a half-hour twice weekly, and a dra- 
matic sketch has been added. 


Announces New 
Lamp Prices 

Announcing the reduction of Mazda 
lamps from 20 cents to 15 cents, 
General Electric Company used 
space in newspapers from coast to 
coast last week. Other reductions 
were made public on bulbs over 60 
watt size. At the same time a like 
reduction was made on Edison Mazda 
lamps. 

The G-E Mazda advertising is 
handled by Foster & Davies, Inc., 
and Edison Mazda advertising by 
Batten, Barton, Durstine & Osborn. 


Choose Gerth-Knollin 


Gerth-Knollin Advertising Agency, 
San Francisco, has been appointed to 
handle the advertising of the Vene- 
tian Baking Company, San Fran- 
cisco, and Precision Control Com- 
pany, maker of combustion control 


equipment. 


Buick Opens Drive 
for “40” Model 


With copy headlined “What, A 
Buick for Less Than a Thousand 
Dollars?” Buick Motor Company this 
week launched a comprehensive 
newspaper campaign to capitalize on 
the model that has been responsible 
for 60 per cent of Buick sales so far 
this year, according to officials. 

The advertising, featuring the new 
Buick “40,” is appearing nationally 
and is scheduled to continue through 
April, May and June. 


Milwaukee Service 


Stations Unite 


A voluntary sales chain of inde- 
pendent service station operators, to 
be known as the “Hello Neighbor” 
service stations, has been organized 
in Milwaukee, by Pate Oil Company, 
Milwaukee independent oil jobber. 

An extensive advertising program 
has been inaugurated by the com- 
pany. Large space in newspapers 
will be used. A merchandising de- 
partment has been organized, with 
John F. Bryan as director. 


Expands Service 


An enlarged department for con- 
ducting advertising and marketing 
investigations has been established 
by Edwin G. Booz and Fry Surveys, 
at Chicago. The work will be di- 
rected by W. B. Ricketts, formerly 
head of market investigations of J. 
Walter Thompson Company, and 
more recently in charge of market- 
ing and copy research work of Ben- 
ton & Bowles, Inc., and The Buchen 
Company. 


Gillette Moves 


The Gillette Publishing Company 
has moved its New York offices from 
420 Lexington Ave. to suite 1301-2 
Commerce Bldg., 155 E. 44th St. The 
new quarters accomodate the edi- 
torial and sales offices of Water 
Works and Sewerage and Mida’s Cri- 
terion, and the Eastern sales staff for 
Roads and Streets and Sporting 
Goods Journal. 


Shasta Opens Drive 

The Shasta Water Company of 
California has released a newspaper 
campaign to promote additional uses 
for Shasta water, as well as to es- 
tablish product identity. The cam- 
paign is directed by Brewer-Weeks, 
San Francisco advertising agency. 


WISE ADVERTISERS 


41% more advertisers used 
National Sportsman and Hunt- 1 
ing & Fishing during the first 
four months of 1935 than in the 
same period last year. 


After all, good results do mean 
something to advertisers. 


NATIONAL SPORTSMAN 


and 


HUNTING & FISHING 


Boston New York Chicago Atlanta 
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ADVERTISING AGE 


*Can you 
add any? 


7 question came up at a 
recent informal gathering 
of advertising men in New 
York .... “in how many 
ways can publication advertis- 
ing help a manufacturer?” The 
answers showed that those 
present had used or are usin 
a space to do 75 dif. 
erent jobs. Nearly 50 of the 
ways in which publication ad- 
vertising is helping other man- 
ufacturers are enumerated be- 
low. Check the “hows” in 
which it is helping you and see 
if you can add any. 


By... 


O Attracting highest type of salesmen— 

©) Taking your sales story into thousands 
of offices unhamper 

O Paving the way ¢to effective inter- 
views— ' 

0 Koupas personal selling on the right 
track— 

© Presenting your sales story in exactly 
the way ‘you wish it to reach your 
prospect— 

© Confirming the salesman’s story by a 
Printed statement— 

OC) Strengthening morale of your organi- 
zation— ae 

O Attracting new distributors— 

0 Explaining quickly to dealers and 
agents a house policy that may affect 


will 

© Moving goods that have been sold to 
distributors— 

0 Showing buyers where stocks are 
available— 

O Merchandising to distributors the ad- 
vertising and other sales helps used 
to assist dealers to sell— 

O Building up the standing of dealers 
or agents with their customers— 

OC Opening the way to more business (or 

igger sales)— 

O Insuring greater 
market— 

0 Educating newcomers among your 
prospects— 

©) Furnishing continued contact between 

our company and the men who 
‘orm your market— 

O Enabling you adequately and equi- 
tably to promote all products in 
your line— 

CO) Reducing time necessary to put over 
new products— 

0 Developing new business— 

CO Creating new and favorable buying 
habits— 

CG Cosine acceptance or recognition for 
a product— 

CO Identifying a product in a way that 
will deter substitution— 

© Encouraging manufacturers to im- 
prove products to meet demand 
created by advertising— 

© Selling the services behind the prod- 
ucts— 

© Guarding customers against waste of 
using obsolete mode 

0 Finding new uses for products— 

OU Overcoming seasonal slum 

O Winning favor of hard-to-reach execu- 


stability of your 


tives— 

OC Reaching the committee members who 
may control the buying decisions— 

0 Getting into places difficult for sales- 
men to rod wane 

0 ‘‘Going over heads’’ without offense— 

O Broadcasting your sales story least 
expensively— 

O Making many calls at a penny or less 
each— 


O Speeding up sales processes— 

O) Paving the way for price changes— 

© Setting you up as authoritative head- 
quarters (for engineering, etc.)— 

O Overcoming possible prejudices against 
your organization— 

O Establishing leadership and recogni- 
tion of your products, salesmen and 
organization— : 

O Preventing or discouraging new com- 
petition from entering your market— 

O Protecting patent rights— 

O Establishing trade-marks against the 
time when patents expire— 

© Clarification of patent rights— 

O Reselling lost customers— 

0 Keeping up contact with the buyer 
between sales calls— 

O Getting prospects to visit your labora- 

5 ons or ae oo 

ering samples for test purposes— 

0 Producing leads for salesmen or list 

building— 


To help you do any or all of 
these jobs in the field of civil 
engineering and construction, 
a continuity program of 
advertising is suggested in— 


McGraw-Hill Publications 
330 West 42nd St., New York 


Getting Personal 


The Greenbrier orchestra was kept busy singing “Happy Birthday to 
You” at the Four A’s dinner at White Sulphur Springs last Friday night. 
The writing clan seemed to favor April 12 as a natal day, as both 
Mrs. Anna Steese Richardson, of Woman's Home Companion, and Doug 
Taylor, of Printers’ Ink, were serenaded. Art Ogle, Needham, Louis & 
Brorby, was also given vocal mention as proud daddy of a new daughter, 
yclept Carolyn... . 


Sam Fuson, publicity director for Erwin, Wasey, New York, makes 
affidavit that the C. & O. is the most accommodating railroad on earth. 
Mr. Fuson, elected welcoming committee for Arthur Brisbane, was de- 
layed by a lost collar button. He got down to the station 15 minutes 
late, being saved from humiliation only by the fact that the train was 
behind schedule by the same time... . 


Mud horses triumphed in Friday’s golf tournament. The trophy 
donated by Art Kudner, chairman of the Four A’s board, for low net, 
was taken by Arthur Cole, Curtis Publishing Company, with 89-17-70. 
The vice-president’s trophy, put up by Charles Daniel Frey, went to 
Al Smith, Aitkin-Kynett, Philadelphia, with 89-18-71. ... 


“Senator Ford, of Michigan,” kept the diners in an uproar with 
comical cracks. After 30 minutes or so, the “Senator” sat down with 
the apologetic remark that “my three minutes are up.”... 


Bill D’Arcy, the St. Louis advertising agent, is as slender and dis- 
tinguished as when he started out in the advertising business. .. . Roy 
Durstine, general manager for BBDO, still holds the record of being the 
only Four A’s chief to induce a President of the United States to address 
the organization. The late Calvin Coolidge succumbed to Mr. Durstine’s 
blandishments during his second term.. . 


Ely Culbertson is one of the world’s greatest advertising men, in 
the opinion of Walther Buchen, head of the Chicago agency. “He took 
the mathematical probabilities of contract bridge, put the product in a 
pretty package, and sold it for a million dollars,’ quoth the agency 
president... . 


When Charlie Younggreen of Reincke, Ellis, Younggreen & Finn. 
presented his home-going ticket to the conductor, it was found that Bill 
Johns, of the St. Paul Dispatch and Pioneer-Press, also held a pasteboard 
calling for Lower 2. Fortunately, another lower was found and the 
honor of the road was saved... . 


Horse-back riding has advantages over golf, it was revealed at the 
Four A’s meeting. While the golfers were glowering indoors, Milton 
Blair, JWT, Chicago, braved the rain for a gallop over the heath... . 


The weather man kept Babe Meigs, g. m. of Chicago American, 
John Dickson, nat. adv. mgr., Chicago Herald & Examiner, and Frank- 
lin S. Allen, western manager for Barron Collier, from getting to the 
Four A’s meeting at White Sulphur in time to join the festivi- 
ties. The trio left Chicago at dawn Saturday in Babe’s four-passenger 
cabin plane, but were forced down by bad weather at Cincinnati. Noth- 
ing daunted, Mr. Meigs improved his time by walking off with all the 
honors in a 36-hole golf match with A. F. Baumgartner, Thompson-Koch 
prexy and one-time conqueror of. Chick Evans. With clear weather, the 
group, augmented by Mr. Baumgartner, continued on to White Sulphur 
Sunday, where they found Mortimer Berkowitz, American Weekly head, 
and Mrs. Berkowitz to be the only attendants at the Four A’s sessions 
who were still on deck. . . 


Frank Braucher, of Crowell, causes a lot of trouble to the uninitiated 
with his name. People who get the correct spelling usually guess wrong 
on the pronunciation: Brow-er....C.D. McCormick, of Outdoor Adver- 
tising, Inc., New York, was in charge of the prize-winning outdoor dis- 
play which intrigued members of the Four A’s at the Greenbrier. ... 


H. H. Conland, publisher and business manager of the famous old 
Hartford Courant, is bringing up his three boys in the way they should 
go—one of the two who are out of school is on the Milwaukee Sentinel, 
and the other is selling classified on the Courant. 


Henry P. Kendall, head of the Kendall Company, whose subsidiaries 
(Lewis Mfg. Company, Bauer & Black) are active advertisers in several 
fields, is taking a leading part in the effort of New England textile 
interests to secure relief from the AAA processing taxes on cotton. ... 


John E. Alcott, who is not related to the author of “Little Women,” 
in spite of his Boston habitat (with John Donnelley & Sons, outdoor 
advertising) gets a kick out of the surprise with which new acquaintances 
compare his football physique with the fact that he is an ex-art 
teacher. ... 


America’s youngest Senator, Rush Holt of West Virginia, achieved 
another goal last week when he temporarily took over the job of 
announcing the “Grand Ole Opry” over WSM, Nashville. ... 


H. O. Blackman, retired former head of the Blackman Company, 
demonstrated that he still takes an interest in advertising problems 
when he told a San Francisco chapter meeting of the P.A.A.A. recently 
that he saw “neither any necessity, nor any possibility of a change in 
the present system.” ... 

Lou Creveling, a.m. of Marion R. Gray Company, Los Angeles, has 
taken over the job of writing and broadcasting “Grayco’s Motion Picture 
Column of the Air,” now heard on about 30 stations. ... 

Harlow P. Roberts, advertising manager of the Pepsodent Company, 
was nominated as a director of the Rotary Club of Chicago, one of the 
largest in the world, this week. J. Knight Willy, of Hotel Monthly, was 
picked for treasurer, effective July 1. Neither has any competition. . 

John W. Hansel, Jr., vice-president of N. W. Ayer & Son, is recov- 
ering from a long siege of illness and will shortly be able to assume 
his new post in Philadelphia, where he was transferred last December. 
Mr. Hansel opened the Chicago office for Ayer. . . 

Dudley Mudge, Libby, McNeill & Libby a. m., and Maurice Need- 
ham of Needham, Louis & Brorby, are sojourning in Callander, Ont., 
this week, getting first-hand consumer reactions on Libby’s Homogen- 
ized baby foods from the Quints. . . 


Corrections in 
Women’s Group 
Lineage Given 


Chicago, April 17.—Because a num- 
ber of the publications shown in the 
Women’s Groups division of the 
magazine lineage figures for April, 
which appeared in the April 13 issue 
of ADVERTISING AGE, were credited 
with 10,000 more lines of advertising 
during 1934 than was actually the 
case, the correct listing for this en- 
tire group of publications is given 
here: 

Women's Groups 

Fawcett Women’s Group 1935 1934 
Hollywood Magazine. 13,418 
Screen Book ......... 13,246 10,410 
a 10,463 
Screen Play Magazine 13,820 
True Confessions..... 11,463 9,913 


Macfadden Women’s Group: 


True Romances...... 13,807 9,442 
Movie Mirror ........ 15,534 $9,223 
Love & Romance..... 13,495 $8,138 
Radio Mirror ........ 11,728 $3,558 
True Experiences.... 13,331 17,728 
Modern Magazines: 
Modern Screen....... 16,618 14,686 
Modern Romances.... 15,965 13,650 
Radio Stars ......... 15,494 $8,929 
Motion Picture Unit... 11,825 15,896 
Screenland Unit: 
Screeniand ........0> 10,653 11,344 
Silver Screen......... 11,078 11,340 
*Tower Magazines..... 23,558 15,364 


Total Group .........235,496 169,844 


*No back year figures. 

41934 figures based on 429-line page, 
1935 on 680-line page. 

tFigures supplied by publisher. 


Sales Service Moves 


The Federated Sales Service, offer- 
ing specialized marketing counsel, 
has moved from 537 Commonwealth 
Ave., to 729 Boylston St., Boston. 


Agency to Move 


L. D. Wertheimer Company, Inc., 
will move to larger quarters at 230 
Park Ave., New York, May 1. 


The Week’s 


New Programs 


New radio programs, changes in 
type of programs, and renewals of 
programs sponsored by national ad- 
vertisers which take effect this week 
are presented in this column, so that 
interested readers may keep abreast 
of new developments in radio ad- 
vertising. 

News for this column is welcomed, 
but for obvious reasons it will be 
impossible to include programs of a 
local character. 


April 22 


Forhan Company, Inc., for tooth 
paste and powder. Renewal. “Stories 
of the Black Chamber.” Monday, 
Wednesday, Friday, 7:15 to 7:30 
p. m., EST, over 22 stations of the 
NBC-WEAF Red network. Agency, 
McCann-Erickson, Inc. 


April 24 


William R. Warner Company, for 
Vince, Sloan’s Liniment, and Albo- 


don. Renewal. Wednesday, 9 to 
9:45 p. m., NBC-WJZ Blue network, 
using 27 stations. Agency, Cecil, 
Warwick & Cecil. 


Selects Sieck 


H. Charles Sieck, Inc., Ltd., Los 
Angeles advertising agency, has been 
appointed by Superior Fireplace 
Company of that city to handle na- 
tional and regional advertising of 
Fireplace heat circulators. 


Appoint H. & T. 


The Japan Paper Company, New 
York City, and the Cascade Laundry 
Company, Brooklyn, have appointed 
Husband & Thomas Company, Inc., 
to act as their advertising agents. 


User of ELECTROS 
to Save up to 54% 


Enabling Every Large 


on Distribution Cost 


This is a simple, workable plan 
which actually saves you up to 
54% on distribution cost without 
extra planning or effort on your part. It is a SAFE saving. It does 
not involve delivery risks or quality sacrifice. 

The secret is national LOCALIZED production and distribution of 
advertising electrotypes and dealer cuts. 

You have a national newspaper schedule. WE have foundries 
in FIVE key cities*. From patterns we send, these LOCALIZED foun- 
dries make and ship electros to their NEARBY newspapers. The re- 
sult: a saving in time, and up to 54% saving in YOUR MONEY. 

On a schedule of 450 newspapers you save $203 on a full page, 
$108 on a half-page, $39 on a quarter-page—on ONE insertion. 


HERE 


SRE wh Petes 


Display Firm Formed Start New Agency 


We are ready to tell you how much you can save on YOUR re- 
quirements—a saving increased still more by our exclusive weight- 
saving shipping container—the Electrokit. Write or telephone today. 


National Displays Company, Kan- 
sas City, Mo., has been organized to 
furnish manufacturers with window 
display service in western Missouri, 
eastern Kansas and Nebraska. 


Opens Two Offices 


Charles A. Padfield, Brookline, 
Mass., has formed the Service Adver- 
tising Company, with offices at 410 
Ann St., Hartford, Conn., and 107 
Bank St., New London, Conn. 


The B. & L. Cooperative Advertis- 
ing Company has been formed in 
New Haven Conn., by Herman Bot- 
wich, Samuel Leveton, and Marion 
Prosco, with offices at 9 Center St. 


Joins T-L-D 

Manfred Darmstadter has resigned 
from the creative staff of Newell-Em- 
mett Company to join Tracy-Locke- 
Dawson, Inc., New York, in an execu- 


Divisi of the Elect 


* LAKE SHORE ELECTROTYPE CO. 
* ADVANCE-INDEPENDENT ELECTROTYPE CO., 730 E. Washington St., Indianapolis 
* MICHIGAN ELECTROTYPE & STEREOTYPE CO. 
* REILLY ELECTROTYPE COMPANY 

* FINE SCREEN MAT CORPORATION 

* AMERICAN ELECTROTYPE COMPANY, INC. 


graphic Corporation i 


tive capacity. 


418 South Market St., Chicago 


95 West Hancock Ave., Detroit 
216 East 45th Street, New York 
228 East 45th Street, New York 
333 Fremont St., San Francisco 
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‘‘Quints’’ Copy 
Starts Damage 
Suit in Canada 


(Continued from Page 1, Col. 3) 
syrup, and rum. The corn syrup used 
was Bee Hive Golden corn syrup, the 
product of the St. Lawrence Starch 
Company.” 

The Canada Starch Company asks 
$10,000 damages and an injunction 
restraining the defendant from using 
the potent Dionne name and refer- 
ences until settlement of the case. 

The Montreal company alleges that 
the corn syrup in question was its 
Edwardsburg Crown brand, and that 
it was secured from the store of D. 
K. Morrison, Callander, Ont. 


Guardians Remain Aloof 


The Canada Starch Company com- 
plains that the Bee Hive advertising 
is “incorrect and misleading,” that 
many people throughout Canada have 
been induced to buy the defendant 
company’s syrup as a result of this 
advertising, and that the plaintiff’s 
business has suffered. 

To the surprise of many, the 
famous fivesome’s guardians have 
maintained silence in regard to the 
suit. The Bee Hive advertising in- 
cludes photographs of the quintuplets 
officially released by the guardians. 

The regulations enforced by the 
supervising authorities include the 
rule that the names of the infants 
are only to be linked in advertising 
with products actually used. The 
Canada Starch Company’s action is 
only in the preliminary stages, as 
yet. 


AY SCHOOLS 


ADVERTISING & COPY 
COMMERCIAL ART 
COM'L PHOTOGRAPHY 
LAYOUT AND LETTERING 
MEN'S FASHIONS AND 
PHOTO - RETOUCHING 


Dept. L. V., 116 S. Mich. Blvd., Chicago 


COLORED « 
POSTAL CARDS 


35 designs, lithographed on government 
and plain cards. Cost from 1%c to 2c 
ready to mail. Write for free sample 
set—special offer to advertising coun- 
sellors, printers and letter shops. 


MENDLE PRINTING CO., Dept. B., St. Louis, Me 


HPRACTICAS 


a—_ 
eSpon ee ood BPALDING SUPDLY NEWS 


®Balmy weather and 
things to do make Spring 
the ideal vacation time 
here. 


®Golf on two famous 
courses adjacent to the 
Hotel. Excellent stables 
and miles of rambling 
bridle paths. Indoor salt 
water pool. Trap shoot- 
ing. Real “Old Virginia” 
cooking. 


® Easily accessible by 
motor, train or boat. 
Booklet upon request. 


N. Y. Booking Office 
500 Fifth Avenue 
Lackawanna 4-711! 


HOTEL 
' VIRGINIA BEACH 


VIRGINIA 
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GROUP TESTIMONIALS 
Chicago Women 
KITCHEN KLENZER the 
This is what they gay: e 
eee of this 72.8% FRENCH 
i“ Ul 
Things | Clean With Kitchen Kienzer Stay Clean Longer.” 
| “kitchen Kienser Kaepe My Bashewb Glistening White.” 
Market District 
HERE are 1,996,25§ people in the There are about as many FRENCH in the 
3 MONTREAL Market District—over a Greater Montreal Metropolitan Area as the 
— million in the Metropolitan area; almost an- total population in the City of Toronto. Com- 
guy SCANS TODAY | nt. POPULARITY other million in the district tributary to Mon- _ parisons, based on Government figures, are 
SNOW THE REASON FOR treal and shown in the map below. used to visualize this FRENCH market— 
. ar Metropolitan, Urban, and Rural—which war- 
pt age ee tp er a ing of these people are rants premier attention by reason of its size, 
ters, are being used in current ; buying power and wealth, 
newspaper copy for Kitchen Here are the Comparisons: 
Klenzer. 
S h ‘ f HE Metropolis, the lesser cities, the towns FRENCH Total 
and the rural communties in the map 
Mesns f ip i below, merge ont into the other to form that Population of Population of 
very important division of Canada’s popula- 
ews involves tion designated as the MONTREAL Market a IREATER CITY of 
Hard Problems)|| Piste. — TORONTO 
‘tsethintt tae Col. 8) Compare the number of FRENCH consum- 60.37% 
ontimued from Page 1, Col. 2 rs alone in Montreal metropolitan area with 
to experts, because of duplications in all the people in Toronto City. => -——-———_- > 61 1,237 631,207 
lists. 
Having proved the practicability of F 
its idea, Transradio Press Service is}} MONTREAL Metropolitan area, the Other Languages Toral for 
ae ane to open a Pacific coast|!  Jargest French speaking city in\the World | Greater Montreal | | OF7AW4-LONDON 
‘ _ Paris—60% of its people reading HAMILTON 
Seattle, in the immediate future. except oO 
thinking and speaking FRENCH. WINDSOR 
New News Service ] 416,675 
The success of Transradio Press 


Service has inspired formation of 
Inter -Continental Communications, 
Inc., with headquarters at 101 Park 
avenue. The same beacon has caused 
United Press and International News 
Service to wonder whether or not 
they should begin to garner some of 
the golden sheaves by selling their 
news to radio stations as well as 
newspapers. 

Like Transradio Press Service, 
Inter -Continental Communications, 
Inc., will distribute its news via tele- 
type and short wave. Malcolm 
Strauss, who learned his news-gath- 
ering on the old New York Herald, is 
president. 

While this pot is boiling, all con- 
cerned are looking toward San 
Francisco, where the ownership of 
news may be determined in the cir- 
cuit court of appeals, on appeal from 
a lower federal court which held that 
radio stations enjoy an unrestricted 
right to publish news once it is pub- 
lished in a newspaper. 

The Associated Press brought this 
suit against Station KVOS, Belling- 
ham, Wash., and is appealing the de- 
cision. Ex-Senator Dill, of Wash- 
ington, long prominent in radio cir- 
cles, is representing the radio sta- 
tion. 

The exact program for the A. N. 
P. A. convention, which opens Tues- 
day at the Waldorf-Astoria, will not 
be completed until late this week. 
Such questions as codes, the Wag- 
ner bill, newsprint and labor, will be 
given prominence. 

The opening session Tuesday will 
be devoted to problems of newspap- 
ers in cities of less than 50,000. The 
general meeting starts Wednesday 
morning and runs through the week. 

The annual dinner of the Bureau 
of Advertising will be held in the 
grand ballroom of the Waldorf 
Thursday night. Edwin S. Friendly, 
of the New York Sun, chairman of 
the committee in charge, will preside. 
The toastmaster will be Marco Mor- 
row, Capper Publications, Topeka, 
Kan. Speakers will include Bain- 
bridge Colby, Secretary of State 
under Woodrow Wilson; Glenn 
Frank, University of Wisconsin; and 
Frank Crowninshield, editor of Van- 
ity Fair. Col. J. O. Adler, New York 
Times, is chairman of the dinner 
committee. 


“Burke’s’? Moves 


Burke’s Index, liquor trade paper, 
has doubled its space in moving to 25 


W. 45th St., New York. 


Manufacturing Cities in the Montreal 
Market District, with FRENCH popula- 
tion heavily pre-dominating. A corres- 
ponding group of cities in Ontario is shown for 


=— 


comparison. =» 


INDUSTRIAL Towns in Montreal Market 
District compared with those in Ontario. 2=—=—> 


FARMS and VILLAGES are 85.4% 
FRENCH. The possibilities of this group are 
better understood when you realize that almost 
all that the growers produce is consumed in 


nearby towns and cities. 


Nearly all the money involved circulates within 
the District. This point also is worth serious 
thought. Compare this French population with 
the rural and village population in all the On- 


- 


e 
Odi nguages 1 


Grenville, Lincoln 
544,160 


Northumberland, Hastings, 


> Leguageel -6 Yo"93,177 


tario counties listed. 2am 


WHAT KIND of People are in these 
FRENCH Communities? | 


HEY are no different from any other group 
They are men, women and 
children—just like those you see every day of the 
year! Wealthy or not—housewives, school-chil- 
dren, and society women—young men—young 
women—executives and farm help—skilled and 


of consumers! 


unskilled workers. 


They use the same kind of money, buy as intel- 
ligently, save where they can, try to provide for 
the future, work hard, have a sincere attachment 
for their families—just normal CANADIANS! 


They live in the same types of homes, use the 
same conveniences, seek the same amusements, eat 
the same kind of foods as other people. 


The FRENCH people are intensely proud of their 
identity. They jealously guard their right, under 


ene facts presented here have been gath- 
ered and compiled from Government sta- 
tistics by the Montreal La Presse, in the in- 
terest of manufacturers and others who de- 
sire to develop the trade possibilities in this 
French speaking and READING market. 
For information on marketing conditions in 
the Montreal Market District, address: Busi- 
ness Manager, La Presse, Montreal (Cana- 
da’s French National Newspaper) or Wil- 
liam J. Morton Co., Chicago Office: 410 N. 
Michigan Avenuue. 


New York Office: 200 Fifth Ave. 


S. L. Rees, 213 Metropolitan Bldg., Tor- 
onto, Ont. 


Clougher Corporation, 30 Maiden Lane, Lon- 
don, W. C. 2. 


Frontenac, Grenville, 93,097 


the British flag, to speak French, read FRENCH; 
FRENCH is the language of their schools; they 
preserve the FRENCH traditions in their law 
courts, governing bodies, institutions — AND IN 
THEIR NEWSPAPERS. 


The manufacturer who would develop his trade 
potentialities among the FRENCH reading, speak- 
ing and thinking people must realize that while 
their habits, inclinations and buying powers par- 
allel those of another tongue, they make their own 
decisions, do their own buying and respond to in- 
vitations to buy addressed to them specifically. 


As individuals, they are quick to appreciate values. 
Their loyalty to friends and neighbors results in 
a rapid expansion of sales of acceptable products, 
in a market that is not over-sold and which has 
unrealized potentialities. 


MONTREAL 
MARKET Dist 


Population - 1.906255 
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SAYS CONTESTS 
ARE WASTEFUL 
OF TIME, MONEY 


“American Mercury’? Writer 
Outlines Problems 


New York, April 18.—Advertising 
contests are not likely to gain 
greater popularity because they are 
wasteful of the public’s time as well 
as the advertiser’s money and en- 
ergy, according to Edith M. Stern, 
author of an article, ‘“Contest-Crazy,” 
appearing in the May issue of 
The American Mercury. 

The conclusion is supported by a 
general review of advertising con- 
tests, mentioning some which have 
intrigued millions of contestants in 
the past few years, leaving many 


with a variety of feelings, all, how-}_ 


ever, tinged with ill will toward the 
sponsor. Professional contestants, 
their fraternity and trade publica- 
tions are discussed. 

“Many sponsors feel that the con- 


tests they have held were a waste 
of time and money and that the same 
energy expended in other advertising 
schemes would have brought better 
results,” the writer says. “True, 
through trial and error, a technique 
of holding contests has been worked 
out which, if followed, prevents 
them from being a total loss. 
“Many small prizes are better than 
a few huge ones, because $50 which 
will pay the doctor’s bill seems more 
within the realm of possibility to 
Jim Smith than an income for life. 
For the same reason, short-term 
contests are preferable: a small 
prize next week is more alluring 
than a large one six months from 
now. 
~“The fact, however, still remains 
that from the advertiser’s point of 
view, the simple offer of a six-cent 
premium or sample brings just as 
good a response as all the rigmarole, 
hullabaloo, and agonies of contests. 


Whether the latter are gaining or, 4 


waning, whether they will be re- 
placed by the simpler mechanism of 
offers, which have all their advan- 
tages and none of their disadvan- 
tages, is a moot point. 


A Depression Phenomenon 


“It is generally admitted that con- 
tests are still flourishing but have 
about reached a plateau, though it 
is still too early to judge the gen- 


eral 1935 trend. Meanwhile, sponsors 
continue to expend untold energy, 
and entrants continue to waste un- 
told hours of time. 

“Commercially sponsored prize 
contests, in their present gargantuan 
form, are a logical outgrowth of the 
depression. John Brown, a manufac- 
turer, finds that, despite the allure- 
ments and cajolings of his high-pres- 
sure salesmen, the tons of ink he 
spreads over the pages of publica- 
tions, and the Happyland Boys who 
regale audiences during the John 
Brown hour on a national hook-up, 
the public stubbornly refuses to buy 
his canned milk. 

“Jim Smith is unemployed. He 
hasn’t very much to do with his 
time. Furthermore, he still believes 
that there is gold in the streets of 
America if you only know where to 
scratch for it. 


Hard to Get Figures 


“Ten years ago contests in their 
present form were almost unheard 
of; if they were held, the sponsor 
deemed himself an innovator and a 
gambler. Five years ago they be- 
gan to spring up. By 1931 they were 
replacing offers and premiums, and 
during 1932 the country went con- 


test mad. Though their numbers 


were slightly reduced after Decem- 
ber of that year, there were more 
in 1934 than in 1933, and twice as 


It is ERIE’S 
privilege to 
serve many 
of America’s 
foremost ad- 
vertisers and 


agencies. 
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Produce this Job 
NY 


Manager 


CAN STILL SMILE 


-~ « 


Tom Granger wen hard pressed by small debts 


He read about 


BANK of AMERICA 
S 


Humor can be used effectively in 
bank advertising, this recent news- 
paper insertion for Bank of Amer- 
ica indicates. Charles R. Stuart 
Advertising Agency, San Fran- 
cisco, handles the account. 


many during January, 1935, as in the 
same month a year before. 

“Companies are coy about giving 
out definite figures. In a confidential 
statement prepared by the National 
Broadcasting Company, over half the 
companies reporting failed to state 
the number of contest responses. 
Even if a direct check were possible, 
they would be still more loathe to 
specify ultimate results. 

“The cost of running a contest is 
terrific. The lavish prize money is 
the least of it. A contest with prizes 
totaling $5,000 costs $35,000 to run. 
In another, more than $15,000 was 
spent in sorting, reading and filing 
the 2,300,000 entries. The Jones 
Metal Stamping Company had to 
rent a loft, employ 38 extra clerks, 
and borrow an executive and three 
assistants from its factory merely to 
handle the mail. It took another ex- 
ecutive from the factory and eight 
additional stenographers to answer 
it. To judge their contest, The Jones 
Company employed five judges at a 
cost of $3,000. 

“Cost is not the only fly in the 
ointment. There is the potential cre- 
ation of ill will which is almost in- 
calculable. So few receive prizes: so 
many don’t. Some of the many are 
disgruntled, and express their indig- 
nation. One early contest brought in 
its wake letters of complaint for a 
period of ten years. . . Worse than 
indignant letters are the lawsuits. 

“The 80 or 90 per cent of the 
answers which never reach the 
judges are discarded by a clerical 
staff, for reasons within the terms 
of the contest: the entrant’s name, 
or address, or both, have been 
omitted; he wrote Neb. instead of 
the name in full; ete. 


Too Many Professionals 


“The probability of contestants of 
slightly more than average intelli- 
gence winning prizes is so great that 
there exists a large group of profes- 
sional contest fans. About 50,000 of 
them actually make a living by their 
winnings. One man, an unemployed 
actor, cashed in $2,000 in prizes in 
one year, and has since, in recogni- 
tion of his talents, got a good job 
at a regular salary with an adver- 
tising agency. Another resigned from 
the staff of Columbia University be- 
cause he found contesting more lu- 
crative than teaching. A third, in 
Chicago, takes in $10,000 a year. 

“They have their own trade jour- 
nals: Contest Magazine, Contest 
News, and Contest World. These 
publications list current contests, 
give news of personalities in the 
contest world, report winners, print 
winning answers with analyses of 
why they won, and losing replies 
with criticisms of why they lost.” 


A. E. Carpenter Dies 


A. Everly Carpenter, III, secretary 
of E. F. Houghton & Co., Philadel- 
phia, oils and leathers, died April 12 
after a brief illness. Mr. Carpenter 
was 29 years old. 


Launches Magazine 


A new publication, the Buick Maga- 
zine, has been started by Buick Mo- 
tor Company. 


Magazines Do 
Biggest Share 
Of Promotion 


Chicago, April 18.—Promotional 
advertising in the advertising field, 
as represented by the lineage rec- 
ords of six general advertising pub- 
lications, touched a new high point 
in March, it was indicated by figures 
released here today. 

The total for the month was 251,- 
510 lines, as compared with 209,198 
lines for March, 1934, and 244,076 
for February, 1935. The increases 
were 16.8 and 3 per cent, respect- 
ively. 

Magazines continued to hold first 
place in promotional activity, total- 
ing 80,248 lines, or 31.6 per cent of 
the total. Newspapers, which showed 
a loss in activity compared with Feb- 
ruary, dropped to 66,850 lines, or 26 
per cent of the total. 

Other classifications were respons- 
ible for the following lineage: Busi- 
ness publications, 23,730; advertis- 
ing production, 16,688; radio, 12,698; 
paper, 8,960; advertising agencies, 
8,610; farm papers, 6,454; outdoor, 
5,614; car cards, 4,116; signs and dis- 
plays, 1,596. 

The publications on whose figures 
the analysis is based are as follows: 


Lines 

Advertising Age (w.).......- 119,504 
Advertising & Selling (b.w.) 38,318 
PHUEE FA Cid occ ovo coe 42,434 
Printers’ Ink Monthly....... 13,678 
Sales Management (b.w.).... 18,144 
WU CON cc nasas ee kas uns 19,432 

Kellogg on Air 
The Kellogg Company, Battle 


Creek, Mich., maker of cereals and 
other products, will sponsor broad- 
easting of all home games of both 
the St. Louis Cardinals and Browns, 
over station KMOX, starting April 
16, when the Browns meet the Cleve- 
land Indians. 


RAPID 


COPY SERVICE CO. 
BRANCHES-— One 


near you fo serve you 
NEW YORK 


415 Lexington Avenue 
444 Madison Avenue 


VAnderbilt 3-3680 
CLEVELAND 


Union Trust Building 


Main 9335 
CHICAGO 


N10 So. Dearborn Street 
360 No. Michigan Avenue 
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Photograph by GILBERT B. SEEHAUSEN 


SOME DAY WE’L 


717 SOUTH WELLS STREET 


This may not be literally true because you 
may never do business with us. However 
if we keep increasing our payroll at its 
present rate the odds are against you. 
Which reminds us of what Mrs. Snyder 
said years ago—“I can’t make al/ the 


candy in the world, so I just make the 


COLLINS 

MILLER & 
HUTCHINGS 
INC. 


PHOTO ENGRAVERS 


L FIND YO 


best." And you Chicago boys know 
that she came near making most of it. 
The point is—we know we can't make 
all of the plates but we do make the best 
—and the formula seems to be working 
swell. The more we make the best, the 


more we are asked to make the best. 
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Electrotype Firm 
Offers a New Service 


Electrographic Corporation, New 
York, has developed a new national, 
localized electrotype service, through 
which any one of its affiliated com- 
panies will produce a pattern and 
ship duplicate patterns to affiliated 
companies. Plates are then shipped 
direct from the plant in the zone 
nearest the newspaper, with conse- 
quent savings in transportation costs. 

Companies affiliated with the Elec- 
trographic Corporation are Reilly 
Electrotype Company, Inc., New 
York; Michigan Electrotype & Stereo- 
type Company, Inc., Detroit; Advance 
Independent Electrotype Company, 
Indianapolis; Lake Shore Electro- 
type Company, Chicago; and Ameri- 
can Electrotype Company, Inc., San 
Francisco, 


Haise Joins Agency 

Walter A. Haise, for the past five 
years advertising manager of the bis- 
cuit and cookie division of the Rob- 
ert A. Johnston Company, Milwaukee, 
has joined Hoffman & York, Milwau- 
kee advertising agency, as an account 
executive. 


Goes to Cleveland 
Charles J. Thomas, executive sec- 
retary of the Greater Buffalo Adver- 
tising Club for ten years, has been 
named secretary-manager of the 
Cleveland Engineering Society, suc- 
ceeding Carlton R. Sabin. 


N. N. P. A. Gets Bulletin 


The National Newspaper Promotion 
Association, Advertising Federation 
of America affiliate, has launched a 
printed bulletin edited by Elsa Lang, 
promotion manager of the New York 
Herald Tribune, and devoted to asso- 
ciation activities. A quarterly sup- 
plement containing longer articles on 
newspaper promotion work is being 
considered. 


To Bow in June 


Consolidated Western Magazines 
Company, 837 Flower St., Los An- 
geles, will start publication in June 
of a new controlled circulation maga- 
zine, Western Home Equipment 
Dealer, dealing with the selling prob- 
lems of the Western dealer of electric 
and gas home equipment. 


Finke Leaves Hupp 


Frank N. Finke, for the past sev- 
eral years associated with wholesale 
distribution of Hupmobiles, has re- 
signed his post as assistant general 
sales manager of Hupp Motor Car 
Corporation, Detroit. 


Hendricks Elected 


Oliver G. Hendricks has been 
elected vice-president and director of 
advertising sales of Thomas Pub- 
lishing Company, New York, pub- 
lisher of Thomas’ Register of Ameri- 
can Manufacturers, Industrial Equip- 
ment News, and other publications. 


Pompeian Names 
Topping & Lloyd 

The Pompeian Company, Bloom- 
field, N. J., maker of toilet prepara- 
tions, has placed its advertising ac- 
count with Topping & Lloyd, Inc., 
New York. Newspapers and radio 
probably will be the initial mediums 
in the 1935 Pompeian campaign, 
starting about June 15. Advertising 
for the remainder of the year will 
be on a test basis. 

The advertising will be based on 
product analyses made at the Bloom- 
field laboratories, and on trade in- 
vestigations and recent interviews 
with women between the ages of 18 
and 40, and men between 20 and 50, 
in ten cities. 


“Steel” Promotes Henry; 
J. W. Howe Joins Staff 


John Henry has been made adver- 
tising manager of Steel, Cleveland. 
He has been connected with the sales 
department of Steel and its predeces- 
sor, Iron Trade Review, for 12 years. 
J. W. Howe has joined the New York 
district sales staff of Steel. 


Exchange Programs 


Station WMCA, New York, has 
joined Station WIP, Philadelphia, in 
a two-station arrangement to ex- 
change program. All such  broad- 
casts carry the announcement, “This 
is an Inter-city broadcast. 


od Small Towns 


Await Your Sales Messages 


shelter of the family. 


Western Newspaper Union offers the only me- 
dium that effectively covers this big market . . . 
in such a way that each town is intensively cov- 
ered as a single unit. yet only one move on your 
part is necessary to reach all 3300 of them. k 


This medium is the small town weekly news- 
paper. 3300 of them will carry your sales mes- 


esletn 


of schedules. 


able market. 


# Cover Them INTENSIVELY and 
ECONOMICALLY With One Move! 


12,000,000 people living in 3300 small towns 
where business is on the up-grade are waiting 
to hear about YOUR products. The U. S. Depart- 
ment of Commerce figures show that these 
people are buying 21 per cent more goods this 
year than last. Naturally, they will buy more 
of YOUR products this year, if you bring your 
products to their attention. They are people of 
more than average means, of more than average 
intelligence, and they are keenly interested in 
everything that concerns the food, clothing and 
Jobbers will tell you that 
from 40 to 90 per cent of their business is done 
in these small towns and rural areas. 


sages into practically every. one of the two mil- 
lion families in these towns . . . where stan- 
dards of living are high . . . incomes are stable 
tae and your products are free from destructive 
price competition. 

National advertising in these 3300 small towns 
is as easily handled as that of any single metro- 
politan market. Just one order is issued to us. 
Only one cut is required regardless of the num- 
ber of papers used. We take care of all the 
detail—checking copies, invoicing and revision 


Many national advertisers are discovering this 
profitable market for the first time and are get- 
ting increased sales and profits from it. 
do not have national distribution, the papers are 
available in sectional groups to fit almost any 
degree of distribution. 


Write today for our new rate card giving rates 
and full information on how to reach this profit- 


If you 


ewspaper as. 


Mi ®@ EARL E. SPROUL, 210 S. Desplaines St. CHICAGO 9 
® DAVID MAGOWAN, 310 E. 45th St. NEW YORK 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


PHOTO-OFFSET 


SAVE TYPESETTING AND EN- 
GRAVING costs by Photo-Offset, 
most economical printing process. 
We reproduce direct from your copy 
for as little as $1.50 a hundred 
copies; additional hundreds 20c. 
Anything we can photograph, we can 
Photo-Offset. Samples. Laurel Proc- 
ess, 480 Canal Street, New York. 
WaAlker 5-0528. 4-20 


HELP WANTED 


ARTIST qualified to do accurate 
perspective and detailed construction 
drawings in line or wash wanted for 
N. Y. publication on free lance basis. 
Write, giving experience, for inter- 
view, to Box 569, ADVERTISING AGE, 
New York. 


Opportunity for several men suc- 
cessfully selling four color process 
work to sell four color lithography. 
All communications will be kept in 
strict confidence. Box 571, ADVERTIS- 
Inc AcE, New York. 


BUSINESS OPPORTUNITIES 


UNUSUAL ADVERTISING 
AGENCY OPPORTUNITY 


This is addressed to a seasoned 
Advertising Agency man with pro- 
prietary ambitions and one who defi- 
nitely controls sustaining billing. 
Long established ten-man Agency in 
Middle-West lake city, not Chicago, 
is in position to handle accounts; to 
make a most favorable deal. Write 
in detail. Correspondence will be 
confidential. Box 570, ADVERTISING 
Acer, Chicago. 


Wanted trade paper publisher or 
printing concern who will finance 
new publication for controlling inter- 
est. Excellent opportunity in well 
defined industry with minimum of 
existing publications. Advertiser has 
20 years experience in the field. Box 
572, ApVERTISING AGE, Chicago. 


DISTRIBUTION WANTED 


A new rotating advertising device, 
containing 25 “ads,” is now ready for 
marketing. These devices are leased, 
thereby producing a substantial in- 
come for years to come. The product 
is manufactured by a plant rated 
AAAI, 

Inquiries are invited for valuable 
exclusive franchises in the U.S. Ex- 
clusive distribution rights for Can- 
ada, ete., also available. Box 574, 
ADVERTISING AGE, New York. 


POSITIONS WANTED 


I’m 34 years old—journalism col- 
lege graduate. 2 years newspaper 
experience. 5 years advertising copy- 
writing and customers’ service, sales 
promotion. Specialty: consumer copy 
on food and promotional literature 
teaching food selling. Worked for 
big names—mail order, agency, etc. 
Character sans blemish—ability es- 
tablished and gladly attested to by 
best of references. As now em- 
ployed, min. salary requirements $50 
per week. Box 568, ADVERTISING AGE, 
Chicago. 


Mechanical production: man thor- 
oughly versed in all phases of print- 
ing, recognized typographer; knows 
agency routine, has art feel and ap- 
preciation, understands the differ- 
ence between selling merchandise 
and a pretty picture. Can be had 
cheap for an opportunity to prove 
work. References: Leading agency 
and nationally known typographers. 
Box 569, ADVERTISING AGE, Chicago. 


Young woman with ten years’ ad- 
vertising and publishing experience 
desires opportunity. Former secre- 
tary to president important Chicago 
agency and assistant to executives. 
Proven creative and executive ability. 
Reasonable salary. Box 573. ADVER- 
TISING AGE, Chicago. 


FACA Suspends 


Hillcrest Permit 


Citing violation of label provisions, 
Joseph H. Choate, Jr., director of the 
Federal Alcohol Control Administra- 
tion, this week suspended for a five- 
day period the rectifier’s permit held 
by Hillcrest Distilling Company, 
Lawrenceburg, Ind., a subsidiary of 
Joseph E. Seagrams & Sons. 

The case is the first instance of 
suspension of a basic permit for 
violation of the distilled spirits la- 
beling regulations, promulgated in 
February, 1934. 

The violation concerned a blended 
whisky containing 15 per cent four- 
year-old straight whisky, and five per 
cent six-month-old whisky. The FACA 
complaint charged that the percent- 
age and age of the four-year-old 
whisky was stated and emphasized 
in such manner as to create the im- 
pression that all of the straight 
whisky in the product was four years 
old. 


Hall Chosen President 


Thornton Hall, assistant to the 
president of the San Antonio Express 
and News, has been elected president 
of the San Antonio Advertising Club. 
Roy James, advertising manager of 
Stowers, has been elected vice-presi- 
dent. 


Starts Martell Agency 

Jules Martell has established a new 
advertising agency, Jules Martell & 
Co., at 6 E. 45th St., New York. 


THE BUSY 


EXECUTIVE 


@ We have in mind the $5,000 
executive who spent three days 
of his own time and that of five 
printers, getting estimates on the 
placing of a $200 order...The 
low bidder got the job, but the 
engravings were delayed, the 
composition had to be re-set, 
and two cuts were transposed. 
The $5,000 man has been “on 
the carpet” three times explain- 
ing matters...Plenty of valuable 
energy wasted over mistakes... 
It is our business to help buyers 
save TIME, ENERGY and MONEY... 
We know printing, engraving 
and typography, backward, for- 
ward, up and down... we do it 
every day... Faithorn service 
and prices must be reasonable; 
or we wouldn't be serving so 
many important accounts. Try us! 


Exceptionally well fitted to submit ideas, 
make layouts, prepare sketches and draw- 
ings—through every step of production. 


This reduced 
advertisement 
for Martha 
Weathered 
was prepared 
by the Faithorn 
Corporation. 


ALWAYS 
THE FINEST AT FAITHORN 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish, 
but all are here, ready to serve you... 
Speed, economy and satisfaction assured. 


FAITHORN 


CORPORATION 


504 Sherman St., Chicago «+ Wab. 7820 


DAY AND NIGHT SERVICE 
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April 20, 1935 


ADVERTISING AGE 


Until May 1, 1935 


advertising contracts in Adver- 
tising Age will be accepted at 
the present rates, based on cir- 
culation 20 per cent less than 


today’s total. 


Advertisers in Advertising Age 


are buying on a rising market. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Member A. B. C. Member A. B. P. 


New York Chicago Atlanta San Francisco Los Angeles 
330 W. Forty-second St. 537 S. Dearborn St. Walton Building Russ Building 536 S. Hill St. 
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( Advertisement ) 


BROADCAST REVIEW OF THE MONTH 


SUMMER RADIO T0 
SELL FOR GAS AND 
OIL ADVERTISERS 


New York, April 20.—“Keep broad- 
casting your program all summer long 
to keep selling your products all sum- 
mer long,” advises the National Broad- 
casting Company. Indications are that 
network radio advertising, a proven 
successful medium for the gas and oil 
industry, will be accepted this summer 
by more of these advertisers as a 
supplemental advertising force rather 
than to replace other media. 

Lubricant and petroleum advertisers 
have found that, as the thermometer 
climbs with each passing week, people 
continue to find enjoyment in their 
favorite magazines and newspapers — 
that summer is no closed season for 
either reading or listening enjoyments. 
And results are assured for —_? 
messages which are inviting throug 
both types of approach. 


Greater “At Home” Audience 


The coming summer months will offer 
an increased “at home” radio audience— 
either at home, on the highways or at 
vacation spots. Gas and oil advertisers 
have found one sure way to obtain: a 
bigger audience: by advertising the 
radio entertainment in newspapers and 
magazines. To drop one of the three is 
like burying a product in the summer 
sands — shifting sands of public favor. 
a have a habit of passing up a 
product when they don’t read about it 
or hear it entertainingly presented! 

A study of lubricants and petroleum 
network broadcast advertising has been 
revised and is now available to execu- 
tives connected with this industry. Also, 
NBC has prepared a report which in- 
cludes the sales experiences of well- 
known broadcast advertisers during the 


summer. A copy will be sent to any: 


executive upon request. 


What Sinclair and 
Sun say of Radio 


In NBC’s newly revised study of oil 
and gas network advertisers, is an ex- 
cerpt from a letter, dated August 9, 
1934, from the Federal Advertising 
Agency, regarding its client, Sinclair 
Refining Company: 

“This program has been on the air 
since December, 1931. Proof of Sin- 
clair’s belief in the effectiveness of 
broadcast advertising is found in the 
fact that they have sponsored this 
program constantly for such a long 
period of time.” 

The following statement, also to be 
found in the same study, is from a let- 
ter, dated January 11, 1934, from M. H. 
Leister, advertising manager, Sun Oil 
Company: 

“We have every tangible reason to 

believe that Sun Oil’s broadcast ad- 

vertising over NBC would be tre- 
mendously missed by Sunoco dealers 
should we discontinue this valuable 
eet activity. We say this 

ing it on daily written and spoken 
evidence from dealers...The five- 
times-a-week nightly Sunoco feature 


over NBC has unquestionably helped | 


our business.” 


tie 52 -~. 7 i Re b 

A GYPSY FOR 133 MONTHS rN x 

Harry Horlick, leader of the “A & P STEAMING ALONG FOR 99 MONTHS 4% Oy ’ 

Caper Snay Mase Tat Ses yng Back in J 1927, G | Food Corporation launched its 

: ck in January , General Foo rporati 

aay ee ee Maxwell House Coffee program, “Captain Henry's Maxwell MME. YOLANDA MERO-IRION 
House Showboat.” It has been heard continu- : 7 : : 
ously over NBC networks since that time —99 Advisory Chairman of the Women's National 
months, to be exact. Personnel of the present Radio Committee and Chairman of Radio, 
cast ls shown grouped around the rail of this National Council of Women of the United States. 
famous old radio “craft”. First set of awards to be made annually by the 


former organization went to “General Motors 
Symphony Concerts” and “You and Your Gov- 

t’’, NBC prog jandto™March of Time” 
and “Columbia Concert Hall", CBS programs. 


yout lartory Renda Nevin the agent 


os 
Hee chen or Whe pent (Mie put the que columns 
or tae eum nareral cemuin 


FRIDAYS TUESDAYS 


MACFADDEN 
WOMEN’S GROUP 


"The Original Women's Group” 


(Courtesy of RCA Victor) 


RADIOS GO WHERE PEOPLE GO PARAGRAPHS 6 AND 7 
Radio listening should supplant one-arm driving Thankful applause is in order for the 
this summer, thanks to the gentl illustrated MacFedien@onen’eBe enentes™ ten 


Over NBC networks, these stars (reading clock- 
wise) will sell gas and oil to the 1,789,000 car 
owners who've bought auto radios within the past 
five years: Arnold, Childs, Soubier, “Sinclair 
Minstrels“; Rosario Bourdon, director, ‘Cities 
Service Concert Orchestra”; Lowell Thomas, 


can argue all night about the value of radio 
as an advertising medium. But one thing radio 
has accomplished. It has forced admen to 
find out how to draw a crowd.” 


“Sunoco News Voice”; Ed Wynn, the Texaco 
Fire Chief, and Al Jolson, star of “Shell Chateau”. 
Wynn's ag pene is scheduled for June 4. 
However, Texaco may continue its program 
MONDAYS throughout the summer. SATURDAYS 
1208 ° 
1108 = <9 PUZZLE: ONE UP—ONE DOWN 
i - » NBC will give a free, hand-embroidered road map to gas 
‘. and oil executives and/or their agencies in exchange for 
: a logical explanation of why the supply of this industry's 
os —— . . 
radio advertising trickles to its lowest point in August— 
A the peak month of the year for gas < pti when 
x more people are burning up the roads, rubber and gallons 
iad Ss than at any other time of the year. This summer, however, 
yor | | seven NBC advertisers (8 programs in all) will help to bring 
ay Radio Advertising of the the two variables closer. In addition to advertisers using 
20s od went se Ie well mnt extensive NBC networks, the following will use on an NINETY-EIGHT MONTHS 
y~ — re = mere ee Se ee average of five NBC stations: Richfield Oil of California dessins Qreaseette has bees then 
Source: National Advertising Records and Standard Oil of California (2 programs). the spotlight with the Cities Service 
calcein ot Concert Orchestra for 98 months— 
we JAN Fes ua ape MAY Jun (JUL AUG sep oct Nov vec e since February, 1927. 
e kg f 
MADE-TO- 
ORDER AIR 
The largest air con- 
ditioning system in the 
world has beeninstalled 
in the NBC section of 
the RCA Building in 
Radio City. Shown at 
the left is the control 


panel which regulates 
temperatures in all parts 
of the studio building. 
The large dials keep a 
constant graphic re- 


cord of air condition in MEET THE MEN WHOSE VOICES ARE KNOWN TO MILLIONS 


noe Left to right: John S. Young is the only NBC announcer boasting a doctor's degree; was first heard in 1925. Gene Hamilton served NBC in Cleveland and 
Chicago before coming to New York; 30 years old, a native of Toledo. Don Wilson played 4 years of football at Colorado University; came to New York from 

e NBC's West Coast studios. James Wallington is the youngest diction award winner; he’s only 25. Charles B. Tramont, Jr., deserted medical school to win an 
announcer's job over 49 applicants at a Buffalo station. Nelson Case, graduate of William and Mary College, hails from San Francisco; made his first radio 
apoearance as a singer. Lyle Van is a native of Holland but was educated in this country. 


os 
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April 20, 1935 ADVERTISING AGE 


PHOTOGRAPHIC REVIEW 
OF THE WEEK 


CHICAGO GROUP ON WAY TO WHITE SULPHUR ADVERTISING TRUTH 


i. A) 


GUM AND MINTS COMBINED IN NEW FORM 


THE TRUTH 
NEEDS NO TINSEL 


YOUVE Seen propte whe meiter stanton, wishes tric ote, te 
pam the sir mor pound the table — truth shout = remarkable store, ie 


pee a conte ot rm om Sugar-coated chewing gum in aga roll packages is now 
perammn ences Sapumnasteme Rare being introduced in New England by De Long Gum Company, South 
oe pS ceee Se Boston, Mass. Newspapers are being used in the promotion, which 
my a eo : pecmmmetrerase See meaee will be widened as greater distribution is secured. 
.” This se pe oN contingent = for tee — Rosny, baad oo - —_= 
ns. snapped at the train. Left to right, H. M. Dancer, Henri, Hurst 
McDonald: Horace Klein, Webb Publishing Company, St. Paul; Tas Auns & Dosrxs Co. 
% W. F. Johns, "St. Paul Dispatch and Pioneer Press’; 3}. C. Harn, 
Audit Bureau of Circulations; and Milton Blair, J. Walter Thompson 


Company, Chicago. Underwood & Underwood photo. 


Noteworthy advertisement of Alms 

CELEBRATE OPENING OF CHEVROLET PLANT & Doepke Company, Cincinnati 

retailer, which points out that its 

” ee Bei copy gives the reader “the truth 

about a remarkable store, without 

exaggeration, without stage-i-ness, 
without tricks or tinsel." 


(Left) C. P. Fisken, Chevrolet ad- 
vertising manager (speaking) and 
William E. Holler, vice-president 
and general sales manager (ex- 
treme left) were guests of the Bal- 
timore Advertising Club on the 
occasion of the opening of a new 
assembly plant in that city. Be- 
tween Messrs. Holler and Fisken is 
Erwin Huber, advertising director General Motors is now holding its spring show throughout the coun- 
of the "Baltimore News-Post," and try. This immense hatbox, in the lobby of the General Motors build- 
at the right is A. B. Chivers, pub- ing in Detroit, reminds visitors of the showing of "new styles and 
lisher of that paper. models." 


"ADVERTISING AGE" CAMERAMAN FINDS MANY INTERESTING SUBJECTS AT FOUR A'S WHITE SULPHUR MEETING 


{ ae Ee = , oe AS 
t 4 | eit we bibs 3 ee % % 
i j H SYAG| i ‘444 é 
% a4 ¥ i : & ; ; ae ; % 
Bg fH * . J P = ; % became “ ; 
4 5 £ % i Py x = E %) e cong 
& ’ 
7 } 


*| 
These informal photographs were taken at the annual meeting of retiring chairman of the Four A's; Charles F. Kettering and Mr. At the lower left Mr. Kettering is saying something amusing to 
the American Association of Advertising Agencies at White Sulphur Benson. Mrs. Kettering, while next door Henry Ewald makes himself com- 
Springs, W. Va., last week-end. Around the luncheon table in the The four gentlemen earnestly conversing directly beneath the fortable while speaking to an invisible friend. In the center six 


left hand corner are (left to right) A. H. Caperton, Dallas, Shelley banquet table are F. R. Gamble, executive secretary of the Four A's; Erwin, Wasey men pose —.. From left to right they are C. F. 
Tracy and J. M. Dawson, New York, all of Tracy-Locke-Dawson, and C. L. Whittier, Young & Rubicam; C. J. La Roche, president, Young Gannon, Z. L. Potter, head of the Chicago office, Julian Snyder of 
John Benson, president, Four A's. At the banquet table are Mrs. & Rubicam; and F. L. L. Ryan, Pedlar & Ryan. In the upper right the London office, E. J. Owens, Mr. Kudner, and Sam D. Fuson. At 
nd and Anna Steese Richardson, "Woman's Home Companion"; Raymond corner Robert L. Simpers, Simpers Company, and Charles H. Ey the right Mrs. Roy S. Durstine reads a book while Mr. Durstine, BBDO 
rk from Rubicam, Young & Rubicam, Inc., and newly elected chairman of the Richard A. Foley Advertising Agency, drink their tomato juice with vice-president and general manager, looks over the manuscript for his 
win an Four A's; Arthur Brisbane; Arthur Kudner, Erwin, Wasey & Co., gusto, while Marsh Watkins of the Simpers Company looks on. talk at the open session Friday. : 
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